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THEY’RE 
TAKING 
A LONGER LOOK AT 


WTVN-TV o 


kD 
viewing habits have changed a i) \ 


in columbus, ohio 


ARB — Sign-on to Sign-off 
WTVN-TV Share of Audience 
MARCH NOVEMBER 
1953 11.5 18.2 
1955 17.7 28.7 
1957 33.1 35.0 
1958 33.7 


Aug. "58 - 33.2 


WTVN- Tv \ 


channel 6- columbus, ohio .@- 
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cnn THIS TOOTHPASTE TASTES GOOD!” 


He’s trying a product he saw advertised on WGN-TV. And he’s sold! 
The program was The Honeymooners where he and 716,000* other folks 
watched—and were sold. (*Nielsen—June 8—July 12, 1958). 


Whether you want to reach children or adults—WGN-TV’s top pro- 
gramming delivers the kind of audience that meets your needs. 


That’s why Top Drawer Advertisers use WGN-TV. 


Keep your eyes on WGN-TV this fall, because more and more top 
drawer advertisers are buying WGN-TV first in Chicago. 


The station that puts “'GEE!”’ in your Chicago sales! WGN - i V 


Chicagoans watch Channel 9 
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( 
Gfamous on the local scene... 


et known throughout the nation 


More than any other institution, the local school 
establishes the integrity of its community. Because of 
this important contribution, it is recognized 
throughout the land as a symbol of the principles 
of an enlightened society . . . Storer Broadcasting, 
too, has become known nationally for integrity. 
Individual Storer stations’ close community 
alliance and loyalty to the principles of 
responsible broadcasting have created this 
corporate image. And 
= sales results show 
i= that a Storer Station 
- is a Local Station. 
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ARE ON 


THE GREATEST NUMBER OF THE HOTTEST 
TITLES WITH THE MOST FAMOUS STARS IN 


THE BEST PACKAGES ARE THE BIG MOVIES! 


WARNER BROS, 20th CENTURY FOX, UNITED ARTISTS 


¢¢ Storer Television 


Om WJIW-TV WJBK-TV WAGA-TV WVUE-TV WSPD-TV 
Cleveland Detroit Atlanta Wilmington - Philadelphia Toledo 
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Television Age 


29 QUIZ QUESTION 


How will the investigation of one of television’s 
program staples affect its future? 


34 TAPE TIMETABLE 


The method has many advantages, but answers to 
problem areas must still be found 


38 TOPS WITH EMILY TIPP 


Ward Baking’s old-fashioned video saleslady helped 
push 1957 sales over $104 million 


42 SALESMEN’S SALESMAN 


Last year national representatives accounted for 


46 per cent of total station income 


47 COUNTY-BY-COUNTY TELEVISION HOMES SECTION 


Estimates by state and county of U.S. television 
households as of March of this year 


DEPARTMENTS 


11 Publisher’s Letter 
Report to the readers 


14 Letters to the Editor 


The customers always write 


19 Tele-scope 
What's ahead behind the scenes 


23 Business Barometer 


Measuring the trends 


25 Newsfront 
The way it happened 


79 Spot Report 


Digest of national activity 


86 Audience Charts 
Who watches what 


91 Film Report 


Round-up of news 


97 Washington Memo 
Tv and Capitol Hill 


99 Wall Street Report 
The financial picture 


105 In the Picture 


Portraits of people in the news 


106 In Camera 
The lighter side 





WHEELING 
371m TV 
MARKET 


*Television Magazine 8/1/58 


One Station Sells Big 
Booming Ohio Valley 








NO. 6 IN A SERIES: 


MANUFACTURING 














Chances are this very morning you 
used tooth paste or shaving cream 
from a Wheeling-made tube. For 
the Wheeling Stamping Company 
of WTRF-TV-land is one of the 
nation’s largest manufacturers of 
collapsible tubes. This Wheeling 
company, with its 500 employees 
and $2 million annual payroll, is 
another reason why the WTRF- 
TV market is a great one for 
smart advertisers ... a market of 
440,800 TV homes, where 2 million 
people spend $214 billion annually. 








For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Compony 


Kea 






316,000 watts N BC network color 
— 
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Advertisement | 


IS THE BUSIEST EVER! 


BUSINESS IS GOOD—GOOD—GOOD! 


Our Fall Sked Is Crisp As The 


Autumn Leaves! 


UPCOMING LOCAL EVENTS 





PLUS — NBC'S POWER-PACKED — FALL SCHEDULE 


| 
| 


1. South Bend Country Club’s famous INVITATIONAL GOLF TOURNEY— | 


2 day remote telecast 
| 
2. WNDU’S origination of all Notre Dame home football games for ABC 
3. WNDU-TV’s televising of all Notre Dame home and away games* 

4. White Sox baseball windup—Direct from Chicago! 


5. Election coverage for November—Reporters-200! 


6. Seven closed circuit telecasts—coming up 


. | 
WNDU-RADIO and TELEVISION = Television 























We must start our plans early—because we're only weeks away from the 


agenda! 


* Except those originated by NBC—and those subject to NCAA approval. 
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| 
| 
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opening of classes and this year—we have six teaching hours a week on the 
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view! 


greater growth in Rochester, New York 





ONLY WROC-TV can guarantee maximum circulation 
throughout the 13-county Rochester, New York area... 


WROC-TV gives advertisers greater coverage and more circu- 
lation. Every advertising dollar spent on WROC-TV delivers 
more than five television homes compared to the other sta- 
tion’s four. This assures advertisers of the lowest cost per 
thousand in this rich, prime area where nearly a million 
people spend more than $2 billion annually. 


MARKET COVERAGE 


Homes reached 26.5% MORE than the other 
monthly Rochester station. 
Homes reached 20.8% MORE than the other 
once a week Rochester station. 


DAYTIME CIRCULATION 


Homes reached 24.7% MORE than the other 
once a week Rochester station. 


Homes reached 38.8% MORE than the other 
daily average Rochester station. 


NIGHTTIME CIRCULATION 
Homes reached 20.8% MORE than the other 
once a week Rochester station. 


Homes reached 28.8% MORE than the other 
daily average Rochester station. 


Represented Nationally by Peters, Griffin and Woodward 
Sources: Sales Management 1958; Nielsen #3, Spring 1958 






i 
7 
\4 


a f 
A TRANSCONTINENT STATION =. WI 2OC - V 


WROC-TV, Rochester, N.Y. » WSVA, WSVA-TV, Harrisonburg, Va. | ie NBC- ABC Channel 5 
WGR, WGR-TV, Buffalo « WNEP-TV, Scranton/Wilkes-Barre. R h t N.Y. 
ocnester, - Ye T-7 
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is the basic medium for your advertising 


Every advertising plan needs a solid foundation-medium. On any product 
for Home or Family, that medium is PURSE-SUASION. With 20 sales- 
messages every week—rotated week-after-week to reach a station’s entire 
daytime audience—PURSE-SUASION combines the persistence of sat- 
uration with the triple impact of sight plus sound plus motion, the impact 
only television can deliver. And you can buy it at an economy-figure com- 
parable to the time-and-talent cost of a single daytime network quarter- 
hour. Get the complete, market-by-market details from Blair-TV. 


BLAIR-TV 


TELEVISION'S FIRST EXCLUSIVE NATIONAL REPRESENTATIVE 





Blair-TV represents : 


W-TEN— 
Albany-Schenectady-Troy 
WFBG-TV — Altoona 
WJZ-TV — Baltimore 
WNBF-TV — Binghamton 
WHDH-TV — Bostor: 
WBKB — Chicago 
WCPO-TV — Cincinnati 
WEWS — Cleveland 
WBNS-TV — Columbus 
KFJZ-TV — Dallas-Ft. Worth 
WXYZ-TV — Detroit 
KFRE-TV — Fresno 


WNHC-TV— 
Hartford-New Haven 


KTTV — Los Angeles 
WMCT — Memphis 
WODSU-TV — New Orleans 
WABC-TV — New York 
WOW-TV — Omaha 
WFIL-TV — Phildelphia 
WIIC — Pittsburgh 
KGW-TV — Portland 
WPRO-TV — Providence 
KGO-TV — San Francisco 
KING-TV— 
Seattle-Tacoma 
KTVI — St. Louis 


WFLA-TV — 
Tampa-St. Petersburg 











Letter from the Publisher 


Buying Patterns 
There are several aspects of the brisk fall buying that are note- 
worthy: 


1. The starting dates of most campaigns, especially the cold 
remedies, are earlier than last year. 


2. The buying pattern is in the direction of minutes, both day and 
nighttime. Although it has been demonstrated that 20-second breaks 
and ID’s can do an effective selling job, these availabilities have been 
real tough to sell this fall. 


3. As a result of the demand for minutes, stations are heavy buyers 
of syndicated film, using these syndicated half-hours for minute 
participations. This is particularly true of many of the CBS-TV 
stations where the 7:30-8 p.m. period is now station option time. 


4. The buying can be characterized as “careful and competitive.” 
While the dollars have been appropriated, the station reps are find- 
ing that they have to fight for every sale. With the various plans in 
effect, the reps’ paperwork is greatly stepped up in computing con- 
crete proposals for the buyers. 


5. Contracts this fall are for a slightly longer period than last 
year, when the average contract ran about eight to nine weeks. This 
year there are more 13- and 26-week commitments in the offing. 
The longer contract periods are an extremely healthy sign and make 
for more stability in spot business. 


6. The rate structure has remained fairly stable this fall. Over- 
all spot rate increases for the industry are not expected to exceed 
more than two to three per cent. 

The TELEVISION AGE prediction made in the Fall Spot Outlook 
issue of July 28, almost two months ago, appears to be a realistic 
projection. In the lead article in that issue it was estimated that spot 
dollar volume will be up about 10 per cent the final three months of 
1958 over the same quarter of 1957. This means that the spot dollar 
volume is expected to be $132 million for October, November and 
December. This prediction was based on a survey of 400 major spot 
advertisers. 


One of the most pertinent comments on the medium was made to 
TELEVISION AGE by O. L. Westgate, vice president and advertising 
manager of Atlanta Sales Corp., distributors of French’s products, 
a comparatively new television advertiser. Mr. Westgate said: “I 
go along with the often-expressed opinion that television comes pretty 
close to being a theoretically perfect advertising medium, especially 
for a product that is sold most effectively through demonstration. 
But, it seems to me, it is just as necessary to apply good judgment 
in the use of television as it is with any other advertising medium. 
Our basic policy is to make sure that we are spending enough (but 
not more than enough) to get the results desired. Unfortunately, 
‘enough’ is difficult to define in advance, so we usually experiment 
to find out. In our use of tv spots, for example, we tried various 
weights until we thought we had the answer. Then we applied that 
formula across the board. It seems to have worked because the acid 
test in our book is always measured by the same yardstick—sales— 


and these have been wonderful!” 
Cordially, My fick 


GET YOUR MESSAGE 
ON THE MAGIC 


GOLDEN SPREAD 


WHERE GREAT 
THINGS ARE 
HAPPENING 


BIG 4 


1S THE 


BIG BUY! 


* Over 100,000 TV Sets 
% Nearly $200,000,000 in Retail Sales 


| in the Area 


SERVED BEST BY 
BIG 4 


| POWER: Visual 100 KW 
| 
| Aural 50 KW 
| 
| 
| 
| 
| 


Antenna Height 833° above ground 


KGNC-TV 


Channel 4 


AMARILLO, TEXAS 
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STARRING 


BRODERICK 
CRAWFORD 


as head of the 
Highwoy Patrol 
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HISTORY M 


4thYEAR | 
OF PRODUCTION! — 


THE UNQUESTIONED © © 


SYNDICATED SHOW 
IN THE U.S.A.! 


RATED #] NATIONALLY 
17 Consecutive Months! 


PULSE MULTI-MARKET AVG., FEB. ‘57-JUNE ‘58 
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BEATING 


FOR MORE AND MORE 
TELEVISION SETS IN 
THE RICH, PROSPEROUS 


WMAZ-LAND 





N.C.S. #3 


SHOWS AN INCREASE OF 


35.1% 


TELEVISION SETS 
DURING THE LAST 
TWO YEARS 





PUT YOUR DOLLARS 
INTO THE MARKET WHERE 
SALES CONTINUE ABOVE 
THE NATIONAL AVERAGE 





LET YOUR AVERY-KNODEL 
MAN GIVE YOU 
THE FULL STORY! 


WMAZ-TV 
CHANNEL i3 


MACON,GA, 
CBS ABC NBC 
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Comparative Time Sales 
Glancing through your 1958 Year- 


book I saw some figures on revenue | 


from time sales, network, spot and 

local for the entire United States. . . . 

We are interested in obtaining almost 

identical figures, but only for the tele- 
vision stations in Chicago. . . . 

James J. O’RourRKE 

Senior Research Analyst 

Buchen Co., Chicago 


| Note: FCC reports show the four Chicago 


stations with 1957 network time sales of 
$5.7 million, spot sales of $17 million, local 
sales of $7 million and total sales of $31 
million. The city was behind New York 
which, with seven stations, had network 
sales of $11 million, spot of $32 million, local 
of $15 million and a total of $53 million; 
and Los Angeles, also with seven stations, 
network sales of $5 million, spot of $19 
million, local $16 million and a total of $36 
million. 


Agency Articles 


We appreciate your sending us the 
back issue of TELEVISION AGE contain- 
ing articles about how various indi- 
vidual advertising agencies operate. We 
are keeping these articles in a pamphlet 
which we send to members about 
agency organization. . . . 

FLORENCE T. ROWLEY 

American Association of Advertising 

Agencies 


Credit Is Due 
I hate to find any fault with TELE- 
VISION AGE, but in the Spot Report of 
Aug. 11 regarding Corn Products Re- 
fining Co. I am listed as the time- 
buyer for Bosco. Just to get the record 
straight, Charlotte Corbett is currently 
—-and has been for the past several 
years—our highly efficient buyer for 

this account. 

EvELYN LEE JONES 
Radio & Television Dept. 
Donahue & Coe 


Department-Store Article 
Your recent article, “Receptive 
Giant,” reporting on gains television 
has made in the important department- 
store field is tremendous, and I want to 
compliment you on the excellent serv- 
ice that the publication of the article 
(Continued on page 16) 


Ad libs 
are fine but... 


It's a fact—quick quips, sponta 
ous gestures, are best caught 
film. Then you are in contro 
quick snip here... a laugh h 
lighted there—and you have a bx 
ter show... one you can be prc 
of. That's because you see it bef 
you show it on film. What's m 
a very important “‘more,”’ you're 
lol iliac) Mn icloMMe) ME ilil-Melale Michi 
OEY o) Kolo ere laletavdalhi-tente] mate) (ol) 
there's an Eastman Film for eve 
purpose. 


For complete information write ! 

Motion Picture Film Department 

EASTMAN KODAK COMPAN 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave., New York 17, N 


Midwest Division 
130 East Randolph Drive, Chicago | 


West Coast Division 
eV Alo MYolalioMiatelaliacM 1h 70) 
Hollywood 38, Calif 


or 


W. J. German, Inc. 
Agents for the sale and distributior 
Eastman Professional Motion Picture F 
Fort Lee, N. J.; Chicago, II! 
Hollywood, Calif 


Be sure to shoot 
Te 0) RO): ae 
You'll be glad you did. 
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NO OTHER | Letters (Continued from page 14) 
has performed for individual television 
MARKET AREA stations. .. . 

LIKE IT! W. E. McCLenanan | ~ 


General Sales Manager 
wkow-tv Madison, Wis. 


® 






. «. Your special article on department 

stores is well documented and quite | 

authoritative. | 
OwEN SADDLER 

Executive Vice President | 

KMTV Omaha 





Thesis on Commercial Film 


. . . | obtained your TELEVISION AGE 
number containing the list of commer- 
cial motion picture producers. I have 
made some additions to your listing, 








KEL-O-LAND is 
73,496 miles of people 
—America’s largest 
market area— 
covered exclusively 

by Joe Floyd's 4-state 
tv hookup. The 
national advertiser 
never had such an 
opportunity to blanket 
a huge section of 
the nation, with a 
single-station buy! 


have arranged the producers in groups 
according to the state in which they 















operate, and wish to request permis- 


gtr “A NEW FORCE ENTERS 
sion to use this revised directory for “ 
the purposes of a thesis I am writing SOUTHEASTERN TV... 
for the Ohio Wesleyan Journalism De- & 

da 


partment. The thesis deals with the 



























production of college promotional 


lms  ANTVS 


Donatp E. HucHes 


Department of Journalism BUYS 


| Ohio Wesleyan University 


Delaware, Ohio WLOS-TYV 


Market Series 








CBS 





ABC . . . | hope that you have plans to WTVJ-Miami, for 10 years deci- 
NBC bind together, under one cover, your eaten A first in sy Florida, 
series of articles entitled “Changing pooamy suncuyes ee 
5d of WLOS-TV. 


| Television Markets.” I am sure that 


‘ ae h me skilled management 
there are many of us in the advertising The sa 8 


developed at WTVJ will now add 
: : : new dimensions of greatness to 
chase a copy of this series of articles a station already offering formi- 


K F L LA | p under one cover. dable advantages: 
ve es Joun Watsu Jr. _ 
J @ A giant market of 62 counties in 


A 7 ig 4 B / mons \ apna 6 states with 425,360 TV homes. 
mericas Big 4-State Beam: D. P. Brother & Co. 


KELO tv SIOUX FALLS Detroit PROVIDED BY THE SOUTH’S 


and boost HIGHEST TOWER, 6089 FEET 

osters | = 

KDLO Avery-Knodel for WILK-TV ABOVE SEA LEVEL. i 
a 4 


berdeen-H - : “ i 
ctccce . . . WNEP-TV Scranton and Wilkes- @ The only unduplicated network 


business who would be anxious to pur- 





coverage of Asheville-Greenville- 


Barre was listed as being represented 
ierre- ine- Sake ; © : Spartanburg. 
KPLO tv a by the Bolling Co. This is incorrect. (Data from NCS #3) 


We would appreciate if in your next Vv 
issue our representative be listed as WLOS- g 

JOE FLOYD, President a ae 

Evans Nord, Gen. Mgr., Larry Bentson, V.P. ; ‘ . F UNDUPLICATED ABC FOR 


REPRESENTED BY H-R Matcoitm W. Date ASHEVILLE © GREENVILLE « SPARTANBURG 


Sales Manager Represented by Venard, Rintoul & McConnell, Inc. 


In Minneapolis by Wayne Evans & Assc. $3 
WNEP-TV Scranton Southeastern Representative: James S. Ayers Co. 
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ie &W OEE 
starring Robert S 
OW AILABLE FOR SYNDICATION 


he bold panorama and sweep of the Spanish Look at the markets...large and small...and 
ain and the days of Blackbeard... actual see that The Buccaneers gets the major share of 
palleons, real sea battles and slice-of-history the audience. 


stories. All this gi 7 i 
gives the full-scale productionof  ., ot Ee sda : 


‘Tae Buc ~ ici 
CANEERS” its salty authenticity. Baltimore ......68.7% New York City. .24.9% OFFICIAL FILMS, INC. 


ROBERT SHAW stars as the daring captain of the Baton Rouge 715.6% Norfolk ........72.8% 25 West 45th Street 
Buccaneers, searching the pirate-infested seas of Buffalo......... 59.8% Philadelphia .. . . 57.0% New York 36, N. Y. 


¢ Carribean for adventure and lost treasure. Charleston ...... 60.4% Portland, Ore. . . 55.7% PLaza 7-0100 
Chicago ........46.7% Pueblo-Colorado REPRESENTATIVES: 


‘ow after two years on netw —w i 
tablished t * es a - SP Cs... ...- See ATLANTA/Jackson 2-4878 

Op ratings and new sales records for 45.9% Salt Lake City . . 70.4% BEVERLY Hitts/Crestview 6-3528 
ponsors . . . “THE BUCCANEERS” is available Honolulu 46.6% Seattle-Tacoma . . 42.0% CuicaGo/ Dearborn 2-5246 


. . Da.ias/Emerson 8-7467 
or syndication. Its proven appeal for every peo ge sede ay Sr ete a Fr. LAUDERDALE/Logan 6-1981 
mber of the family makes it resti h a yey Rain SA MinneaPo.is/Walnut 2-2743 
y a prestige ShOW- Milwaukee .....62.1% Winston-Salem . . 64.0% San Francisco/Juniper 5-3313 
any product. 39 half-hour adventures. Minneapolis ....39.8% Sr. Louts/Yorktown 5-9231 





High Point 


Put your salesman in a market where sales are temereiss 
popping at the retail level to the tune of more than for » Greensboro 


3 billion dollars . . . the 75-county WSJS market. 


AFFILIATE 


Call Headley-Reed 
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WHAT’S AHEAD BEHIND THE SCENES Te F e-SCcO p € 


NTA To Develop Tape Shows 

National Telefilm Associates, which has arranged to ac- 
quire all of the preferred stock and two-thirds of the com- 
mon stock of Telestudios, Inc., will be developing a “work- 
able formula” for the production of videotape programs for 
syndication. Telestudios, pioneer in the production of tape 
commercials, would also continue in that field, as an NTA 
subsidiary. Telestudios stock being acquired by NTA in- 
cludes shares held by George K. Gould, president and treas- 
urer, and other management officials. Mr. Gould continues 
as president and operating head. NTA will offer to buy all of 
the other outstanding common shares at $1.75 per share, 
payable at the option of NTA in common stock of NTA 
debentures. In addition to studio facilities, Telestudios plans 
to develop mobile units for on-location tape shooting. 


Carter Tests Spots for Prize 

A new men’s deodorant from Carter Products is current- 
ly using test schedules of filmed minutes in selected markets. 
Called Prize, the product will not be introduced on a large 
scale until the tests end and are studied. Dancer-Fitzgerald- 
Sample, Inc., is the agency; Bill Santoni, the Carter time- 
buyer. 


Jam Sales Soar After Tv 

After a tv test in Los Angeles boosted sales 28 per cent, 
Mary Ellen Distributors, California maker of jams and 
jellies, starts a year-round video campaign next week in 
five major western markets. A half-hour show, Treasure, 
will be sponsored for 52 weeks on KRON-TV San Francisco, 
Kcop Los Angeles, KsL-Tv Salt Lake City, KLz-Trv Denver 
and KOOL-Tv Phoenix. Marcelee Sanders is timebuyer at 
the company’s agency, Guild, Bascom & Bonfigil, Inc., San 
Francisco. 


Ziv Sets Grass-Roots Drive 

Ziv Television Programs has set up a merchandising cam- 
paign on behalf of Mackenzie’s Raiders designed to enlist 
the support of even the smallest retailers. Ziv’s Retail Action 
Plan would provide to various sponsors necessary items for 
their retail outlets, such as price tags, closing-hour signs, 
shopping bags, etc., all appropriately marked with the spon- 
sor and show. Thinking here is that previously most display 
pieces were useless items competing with other useless items. 
The object of the new plan is to give the retailer what he 
needs, and obtain more display svace for the show and the 
sponsors. Ziv has also launched a new game feature to pro- 
mote Mackenzie’s Raiders. A word game, called Raiders, 
has been set up so that sponsors or stations can conduct it 
over the air (for an ultimate prize), and a special version 
of the game has been prepared for store use. 


Hy-Test 303 Active 
A total $200,000 in local spot billings is expected to be 
placed by several hundred fuel-oil dealers using an anti-rust 





additive, Hy-Test 303. Animated commercials featuring Hy- 
Test Red, the fuel dragon, are supplied by the parent com- 
pany, whose Chicago distributor first used spot last year 
with good results. The company currently has dealers in 
New England, the middle Atlantic states and on the west 
coast. Oscar A. Kaufman & Associates, New York, handles 
the Hy-Test 303 Corp. account. 


Videotape Productions’ Scope 

Videotape Productions of New York, under Howard 
Meighan, former CBS-TV execuiive, will engage in more 
than just commercial production on tape, it was indicated 
last week. The firm has yet to begin operations, and has 
assiduously ducked publicity, but Mr. Meighan told 
TELEVISION AGE that commercia! production will be “in- 
cidental,” and the company will operate “more broadly 
than any other now in the field.” Videotape Productions, 
ir. which Ampex Corp. has a minority interest, has pur- 
chased two recorders, and will commence operations on 


“X Date,” Mr. Meighan said. 


Volkswagon Uses Tv 

As Studebaker prepares to unveil its small cars, and other 
makers contemplate following suit, Volkswagon Dealers of 
Southern California, Arizona and Nevada have set a fall 
campaign of area telecasts of all Los Angeles Rams football 
games played on the road, two Green Bay Packers contests 
and a Chicago Cardinals game. Important status of the 
foreign-car account is seen in noting that co-sponsors on 
the broadcasts are Marlboro cigarettes and Falstaff beer. 
Thomas R. Santacroce, Pacific Coast manager, directs the 
campaign from the Compton Advertising Los Angeles office. 


Continental Buys ‘Annie Oakley’ 

Continental Baking Co. has just concluded an unusual 
program buy: the company has purchased CBS Film Sales’ 
Annie Oakley in 76 markets for a two-year period. The two- 
year commitment, which represents approximately $3 mil- 
lion in time and talent, is in itself unusual in these times. 
And it also means that Continental will be with the show 
for five years, something of a record in syndication. Addi- 
tional episodes will be produced in 1959, the exact number 
to be determined later. At present there are 81 half-hour 
segments of Annie Oakley. 


Non-Sticker Testing 

Slipit, a product on the market for 17 years to correct 
sticking windows, drawers, etc., recently began its initial 
entry into tv spot with brief schedules on four New York 
stations. Mainly ID’s with a few minutes are being used at 
present. First sales figures are encouraging, and it’s already 
been decided to return to the New York market after the 
first of the year. Spots will also go then in Chicago, Balti- 
more, Washington and Philadelphia. Paul J. Bogie of Bouge 
Advertising is handling the account. 
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: X| 3 great years on network ° dl ie . 
4 x] Huge, growing weekly audiences : : a 
, Ist year —over 7 million homes 2 : * 
, 2nd year — over 7¥2 million homes : > Get on the bandwagon for *, 
; 3rd year —over 9 million homes ‘ , 104 hilarious halt-hours . 
, WEE Tete Autiense basis bd of The People’s Choice y 
° : , — now finally available : 
, x! Sponsored for three years by : ° for local and regional * 
: The Borden Company ... : . sponsorship. : 
, co-sponsored second year by : ° . 
B Procter & Gamble . . . 2 ; It’s exactly what the es€is * 
p co-sponsored third year by ry 4 viewers want, as national and : 
° American Home Foods. il ; local ratings proudly proclaim. : 
; eeOeeee, — : ‘ 
>< ks ae ae SS > It’s exactly what advertisers : 
s : are looking for: a show that : 
: 4 reaches and sells the whole family. § 
° ARB Nationals trom : 
4 October ’55 through May ’58 ; 
° tally 253 viewers per 100 sets : 
Sree | > for The People’s Choice $ 
y ° — 30% Men, 41% Women, : 
aven's P 29% Children. : 
‘es 4 
~~ ° This is the winning candidate 
4 you've been waiting for a ¢ 
° long, long time. Be sure to a 
4 vote early — and often. 
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ABC FILM SYNDICATION. 


" Lackawanna 4-5050 











mftiqence 


Integrity—track record—confidence—these are the cornerstones 
upon which the founders* of Independent Television Corporation 
have built a vital new force in television programming in the United States 
and abroad. ITCis dedicated to provide the television industry with 
dynamic properties, sales and service facilities without equal. 
Watch ITC—Independent Television Corporation. 


*The Jack Wrather Organization ("‘Lassie," "The Lone Ranger,” ‘Sergeant Preston of the Yukon," Muzak, Disneyland Hotel and 
in association with Edward Petry and Co. KFMB-TV, San Diego and KERO-TV, Bakersfield.) Associated Television, Ltd. of Eng- 
land (television station operators, program producers, theatre owners.) Carl M. Loeb, Rhoades and Co. (investment bankers.) 


INDEPENDENT TELEVISION CORPORATION 
WALTER KINGSLEY, PRESIDENT 


1-2 Temporary Headquarters: ‘Hotel Roosevelt, New York 
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Business barometer 


June network billings took their usual summer dip, Business Barometer reports 
indicate. 


[ae 








The exclusive TELEVISION AGE month-by-month report shows that network business in 
June was off 6.6 per cent, as compared to that in May. 





A year ago the June decline in network billings was 7.3 per cent and in June of 
1956 it was 5.5 per cent, indicating that the 1958 drop is very near normal, 
The chart on this page, showing the trends for the past three years, 
illustrates this point. 





Dollar figures for networks in June, according to TvB's LNA-BAR reports, showed 
total network billings of $43,769,105. This may be compared with total 
billings of $39,517,137 in June 1957. According to this report, the increase 
this June over that a year ago was 10.8 per cent. 





Division of this total among the networks this year gave ABC-TV $7.3 million, 
CBS-TV $19.7 million and NBC-TV $16.6 million. All networks showed an 
increase over last year, with ABC-TV showing the biggest, 15.2 per cent; 
CBS-TV, 7.5 per cent, and NBC-TV, 12.9 per cent. 





Reviewing the January-through- 
June TvB figures— 
ABC-TV totaled 
$51.6 million, up NETWORK BUSINESS 
28.7 per cent over a 
year ago; CBS-TV came 
to $124.0 million, up 
6.2 per cent, and NBC- 
TV $107.4 million, up 
14.5 per cent. 












1957-58 


1956-57 


Total network billings for the 
six-month period came 
to $283.0 million, a 0 
gain of 12.9 per cent 
over the first six 
months last year. 





1955-56 





Business Barometer reports 
have been issued 
regularly since 
October 1953. Percent- 
age figures are made possible by individual station reports from all sizes 
and types of markets. These reports are made direct to Dun & Bradstreet. 
Statisticians there compile averages which are furnished to the editors of 
TELEVISION AGE. 














The editors, with their advisors, analyze these percentages, adding pertinent addi- 
tional information from other industry sources. 





The reports are the only month-to-month industry figures on the three classes of 





television billings. 


The October 6th issue of the magazine will include reports on local and spot 
billings for July. 
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Thaddeus sees Red 
and covers the 11th largest TV market with one station! 


Rhode Island Red impresses on time buyer Thaddeus O. Thistlethwaite the 
fact that WJAR-TV’s primary coverage area includes, not just Providence 
but all southeastern New England, including Boston, Fall River, New Bedford, 
Worcester! Call your Petry man and let him show you just how much extra 
coverage you get with WJAR-TV in the Providence market! 


‘ In the Providence market. .. 


>\WJAR-TV 


| is cock-of-the-walk 
| BR in station coverage! 


CHANNEL 10 - PROVIDENCE, R.I. » NBC-ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
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mucus Nawsfront 


12 slumps since 97 all short-lived... . page 25 


Trendex, too, offering city reports .... page 25 


Beer commercials lead in popularity .. . page 98 


History of U.S. Recessions 

A graphic study of a dozen economic 
setbacks in this country has been re- 
leased publicly by Benton & Bowles, 
Inc. Originally prepared for agency use 
in developing long-range advertising 
and marketing plans, the study reveals 
in a trio of charts that business reces- 
sions are historically short-lived and do 
little permanent harm. 

Since 1897 American business suf- 
fered 12 periods when the gross-nation- 
al-product figure dropped below that of 
the preceding year. Of these, only one 
(1930-1933) lasted more than a single 
year, and only three represented a de- 
cline of over six per cent. In the last 
quarter-century, the B&B charts show 
five downturns have occurred, of —6, 


—2, —1, —% per cent each, and with 
the current one estimated at —114-2 
per cent (see chart this page). Two of 
the five drops followed wartime periods 
of high production. 

Particular attention was devoted to 
the four downturns since 1941, with a 
chart showing that three were virtually 
halted by their third quarters. The 
fourth, which began the latter part of 
last year, appears to be following the 
same pattern. The bottom of the reces- 
sion was reached in April, and initial 
figures show a surprising and wide- 
spread rapidity in recovery. During 
May, June and July, industrial produc- 
tion rose six per cent, recovering over 
one-third of the preceding drop. 

The final chart of the study notes 


Throughout the four downturns since 1941, 


consumer expenditures either declined very slightly . . . 


or actually increased 


(The shaded areas indicate periods when the total National Income dropped ) 


Postwar Set-| 
July 1945 — March 1946 
Comumpnon 
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Set-back of 1949 
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bu! thowed 9 net gon 


























that consumer expenditures during the 
four downturns since 1941 declined 
only slightly or actually increased in 
some instances. When consumption de- 
clined, it dropped less than the drop in 
national income. 

Benton & Bowles issued its study “as 
an expression of faith in the immediate 
economic future of U. S. business.” 
From the reports already heard of in- 
creased television and over-all advertis- 
ing budgets for late 1958 and 1959 
campaigns, B&B’s faith is evidently sup- 
ported by a major part of American 
industry. 


Trendex City-by-City 

Trendex, Inc., will expand its re- 
search service beginning in October 
when it begins city-by-city reports in 
50 television markets. The new serv- 
ice will be different from other rating 
reports in that it will offer two sections: 
one is the normal sets-in-use and rating 


(Continued on page 98) 
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Furst flash 
from Arbitron! 


(A CLEAN SWEEP FOR WCBS-TV) 


It’s electronic! It’s instantaneous! But the 
results are the same: wcBs-TV is New York’s 
number one television station. 


Minute by minute throughout the broadcast 
day, Arbitron, the exciting new electronic 
rating service, measures New York viewing 
instantaneously — and Channel 2 piles up 
impressive margins of leadership. 





During the first week of continuous operation, 
Arbitron flashed this report: 


WCBS-TV has the largest share by far of total 
audience viewing, with a 59% lead over the 
second-place station; 


Every single one of WCBS-TV’s continuing 
local commercial programs leads all of the 
competition in its time period; 


A 
Ww re yh 


The Early Show leads its nearest station 
competition by 113% ... The Late Show 
leads by 89% ...even The Late Late Show 
has a larger audience at 1:30 in the morning 
than the average audience of any other 
New York station throughout the daytime; 


| 











The highest-rated news programs — morning, 
afternoon, early evening and late evening 
—are all on WCBS-TV; 

9 of the top 10 shows are on WCBS-TV. 

The marvel of Arbitron is brand-new, but 

its findings are the same as from the other 
audience measurement services: clear-cut 
leadership for... 


Channel 2, New York CBS- i | 


CBS Owned « Represented by CBS Television Spot Sales 



























Slowly Sweet Sixteen 


(with expression) 





Love Char-lotte as you’ve ne - ver’. loved. be- 





fore Since 








first you. start - ed send - ing us your 








green Come to us with your 





bud - gets ev - er more 








From coast to coast they 





toast us for we are 








sweet yes, we are 








Sweet Six " teen* 





Salesrights MCMLVIII by 
CBS Television Spot Sales 


NEW YORK CHICAGO DETROIT ATLANTA SAN FRANCISCO LOS ANGELES 







AMERICA'S 


MARKET 


JEFFERSON STANDARD BROADCASTING COMPANY 


*Nation’s 16th television market—Television Magazine TV set count—July, 1958 














Quiz 






































he $24-million question: who watches the tv 

quiz programs on which that considerable 
chunk of money for time, talent and production 
is spent? Answer: almost everybody. 

Almost everybody was watching the quizzers, 
that is, when The Pulse, Inc., conducted a special 
survey on the subject for TELEVISION AGE this sum- 
mer. Taking a sample of 500 men and 500 women 
in 1,000 homes in the metropolitan New York 
area, Pulse found that 93.1 per cent had viewed 
a quiz show during a four-week period; only 69 
respondents out of the 1,000 had studiously 
avoided the genre over that time span. 

But—and it’s a weighty but—that was right 








question 
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How will the investigation 
of one of television's programming staples 


affect its future? 


before one Edward Hilgemeier Jr., part-time but- 
ler, small-time actor and stand-by quiz contestant, 
blew the whistle on Dotto and touched off an in- 
vestigation of other quiz stanzas by the New York 
district attorney’s office that burgeoned into a first- 
class scandal and made headlines in the daily press 
across the nation. 

When Dotto was summarily dumped by both its 
networks (CBS-TV daytime and NBC-TV in the 
evening) and its sponsor (Colgate-Palmolive Co.) 
for being caught by stand-by Hilgemeier in the 
act of giving advance yuestion-and-answer in- 
formation to another contestant, and when NBC- 
TV’s Twenty-One came under a cloud as charges 
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QUESTION 1: Which, if any, of these programs have you watched during 


| the past four weeks? 


| 


Dough Re Mi 

How Do You Rate 
Treasure Hunt (Day) 
Treasure Hunt (Night) 
The Price Is Right (Day) 
The Price Is Right (Night) 
Dotto 

Tic Tac Dough (Day) 
Tic Tac Dough (Night) 
The Big Payoff 
Twenty-One 

Name That Tune 

Wingo 

The $64,000 Question 
Groucho Marx 

Top Dollar 

The $64,000 Challenge 
None 

Total respondents 


of fixing and countercharges of black- 
mailing were tossed around the D.A.’s 
office by a former contestant on the 
show, Herbert Stempel, and its produc- 
ers, Jack Barry and Dan Enright, 
and when the $64,000 Challenge was 
canceled by P. Lorillard, there arose a 
far bigger question than any that was 
ever directed toward an isolation booth. 

The question: what effect, if any, 
would the official investigation and its 
revelations—the scandal in general— 
have on the future of quiz programs? 
In some instances a network’s entire 
evening rating structure has been built 
upon the tremendous audience interest 
in one or another of the big-money 
giveaways. How will the stigma of rig- 
ging that has now made all quiz shows 
suspect, deservedly or not, in the eyes 
of the public affect this type of program- 
ming during the season just starting? 

Without a crystal ball, the answer 
isn’t easy. Robert F. Lewine, vice presi- 
dent, television network programs, 
NBC-TV, feels that “it dependens upon 
the outcome of the investigation; under 
the traditional American concept of 
law, any or all quiz shows must be 
presumed innocent until proven guilty, 
and the public ought to reserve judg- 
ment in this instance until all the evi- 
dence is in and a verdict arrived at.” 

Edward Kletter, vice president in 


charge of advertising for Pharmaceu- 


# % 
148 14.8 

90 9.0 
234 23.4 
340 34.0 
282 28.2 
507 50.7 
149 14.9 
216 21.6 
314 31.4 
218 21.8 
473 47.3 
304 30.4 
135 13.5 
462 46.2 
519 51.9 
135 13.5 
309 30.9 

69 6.9 

1,000 


ticals, Inc., sponsor of Twenty-One, 
opines that the furore should have lit- 
tle effect on the share of audience quiz- 
zers have long enjoyed. “Quiz pro- 
grams,” he says, “have done more to 
educate the American public than any 
other form of television—and they have 
done it entertainingly.” 

Tom McDermott, vice president in 
charge of television for Benton & 
Bowles, Inc., which this fall will have 
one quiz show in the house (NBC-TV’s 
Tic Tac Dough, for Procter & Gamble) , 
thinks that the unfortunate light in 
which the quizzers have been put 
“might knock the bad ones off the air 
much sooner than they otherwise would 
have been, and might possibly also 


QUESTION 2: In general, how do 
you think these quiz programs 
compare in enjoyment with other 
television programs you watch? 
Would you say that quiz programs 
are usually : 


# 7% 
More enjoyable 218 23.4 
Less enjoyable 292 31.4 
Same 421 45.2 
Total who viewed quiz 
programs in past 
four weeks 931 100 





speed up the demise of the whole pat- 
tern of quiz programming.” 

The cynical attitude that undoubted. 
ly exists in some quiz quarters and that 
quite conceivably could spell total 
doom for the giant jackpots was ex- 
pressed by a spokesman for the show 
when Dotto went blotto: “Look, this 
may be a quiz business to the house- 
wives of America, but to us it’s the en- 
tertainment business: There’s no reason 
for the public to know what happens 
behind the scenes. If you buy a $5.80 
seat to a play, why should that entitle 
you to go backstage?” 

A refinement of this view that is 


QUESTION 3a: Of these quiz pro- 

grams you watch, is there any par- | 
ticular one which you prefer over | 
all others? 





+ fa 

Yes 731 78.5 | 
No 200 21.5 | 
Total respondents who 

viewed quiz pro- 

grams in past four 

weeks 931 100 
QUES.10N 3b: (If yes) Which one? 

# % 

Dough Re Mi 3 4 
How Do You Rate 2 3 
Treasure Hunt 53 
The Price Is Right 189 25.8 
Dotto 15 2 
Tic Tac Dough 45 6.2 
The Big Payoff 7 
Twenty-One 150 20.5 
Name That Tune 45 6.2 
Wingo 1 a 
The $64,000 Question 81 11.1 
Groucho Marx 119 163 
Top Dollar 1 Jl 
The $64,000 Challenge 29 4.0 
Total Responses 740 101.4* 
Total Respondents 731 
*Total over 100% because of multiple 
response. 


held by some industryites follows the 
reasoning that, since tv’s main function 
is to entertain and since quiz programs 
come under the heading of entertain- 
ment (a notion open to grave doubt in 
some circles), there isn’t anything ter- 
ribly wrong in rigging a quizzer if that 
makes for a better-paced, more inter- 















esting and therefore more entertain- 
ing show, particularly if no one gets 
hurt, financially or otherwise, in the 
process. 


What ever the diverse opinions gen- 
erated in the trade by television’s first 
king-sized scandal, there would seem 
to be little question that in the public’s 
mind the quiz show, no matter what its 
format or the size of its giveaway, will 


be suspect for some time to come. Proof 
positive as to whether it will be a case 
of mild disillusionment or complete 
disenchantment will of course be re- 
flected in the ratings as the new season 
gets under way. 

It may turn out that the viewing pub- 
lic prefers suspect quiz shows to no quiz 
shows at all. If not, and the bottom 
really drops out of the quiz ratings, it 


will mean the end of a broadcast pro- 
gramming staple that began a long, 
long time ago with radio’s $64 Ques- 
tion. 

Any conclusion-jumping as to the 
ultimate fate of the large-money stanzas 
would be premature, tradesters agree, 
until a reasonable length of time has 
erased some of the factors arising from 
the storm which broke only a little over 
a month ago. 


New Interest 


One such factor: whatever audience 
the quizzers may have lost due to out- 
raged sensibilities or an aversion to be- 
ing flummoxed has certainly been coun- 
terbalanced at least partially by viewers 
with no previous interest in quiz shows 
but who have been tuning them in since 


Fred Robbins emcees NBC-TV’s daytime and nighttime Haggis Baggis, the 


SICIRIVEE 





” 


eet Bree “page 


the investigation out of curiosity born 
of the garish publicity. 

Another variable: viewers whose dis- 
illusionment will make them swear off 
the quizzers in future may have been 
sticking with them during the investiga- 
tory period only to see what the shows 
might do or say in their own defense, 
or to try and detect anything fishy that 
might be going on. 

A spot check of 250 of the same 
respondents queried by The Pulse on 
quiz shows earlier in the summer was 
made especially for Tv AGE by the re- 
search organization at the beginning of 
September, after the scandal broke. 
Questions two and six (see boxes) of 
the original half-dozen were the only 
ones asked in this spot check, the pur- 
pose of which was to determine how 





jigsaw-puzzle-identification quiz show. 































































the unpleasantness was affecting quiz 
viewing, if any. 

Of the 250 persons queried, 57 
thought the quizzers more enjoyable 
than other types of shows—22.8 per 
cent of the sample, as against the 23.4 
per cent of the original 1,000 who 
thought the same way. Over five per 
cent more people found them less en- 
joyable in September than they did the 
month before—92 out of 250, or 36.8 
per cent, compared to the earlier 31.4. 
Some significance may also lie in the 
40.4 per cent who now find quizzers on 
the same enjoyment level as other types 
of program—a drop of almost five per 
cent from the 45.2 per cent who ex- 
pressed similar feelings a few weeks 
earlier. 

Curiously enough, in regard to the 
number of quiz programs on tv, more 
people—5.6 per cent, compared to 5.0 
per cent—feel there should be more of 
such shows, while at the same time more 
respondents think that there should be 
fewer—36.0 per cent in the spot check, 
as against 32.0 per cent in the original 
survey. To complicate things a bit fur- 
ther, a lesser percentage feels that the 
number on the air now is about right: 
58.4 per cent, compared to the original 
63.0 per cent. 

NBC-TV’s The Price Is Right gets a 


reaction. 


02S EGO: Bc CUBE HES 


OBRIEN 


lan 


QUESTION 4: /s there any one quiz- 
master whom you consider your 
favorite? (By “quizmaster” I’m 
referring to the person who ques- 
tions the contestants). 


= % 
Yes 578 62.0 | 
No 353 38.0 
Total respondents who 
viewed quiz pro- 
grams in past four 
weeks 931 100 
# % 
Bill Cullen 163 28.2 
Groucho Marx 136 23.6 
Hal March 110 19.1 
Jan Murray 74 12.8 
Jack Barry 69 11.9 
George DeWitt 26 «4.5 
| Garry Moore 10. =«s1.7 
Bert Parks 5 9 
Ralph Story 5 9 
| Bud Collyer 5 9 
| Miscellaneous 22 38 
Total responses 625 108.3* 
| Total respondents 578 
*Total over 100% because of multiple 
responses. 





However things may eventuate quiz- 
zically, the species, before the axe fell, 
appeared to be doing pretty well for it- 
self, even though one finding in Pulse’s 
initial special study for TV AGE—taken, 
it must be borne in mind, shortly before 
the parade of contestants to the district 
attorney's office began—showed that 
many viewers of quiz shows feel there 
are too many of them on the air. But 
the 298 people who wished there were 
fewer quizzers on the air were not averse 
to watching them, it would seem. 

Question five of the earlier survey 
asked: “Some quiz programs make it 
possible for people at home to par- 
ticipate in the program; other quiz 


shows limit themselves to contestants 
appearing on the program. Which, if 
any, of these two types do you prefer?” 
Preference was for contestants on the 
show only, since 46.9 per cent of the 
respondents voted for this. However, at- 
home participation received a healthy 
39 per cent of the vote, while 14.1 per 
cent of the viewers had no preference 
at all. 

It would seem that the fascination 
quizzers have held for mass audiences 
has been related to the sense of identi- 
fication this audience has had with par- 
ticular contestants. 

Quiz-show viewers are not an indis- 
criminate lot, the survey indicated. 
Over three-quarters of them—78.5 per 
cent—had very definite program pref- 
erences, while only 200 of the re- 
spondents didn’t seem to care what quiz 
program they watched, as long as there 
were questions—and prizes. 

Question one related to actual view- 
ing. NBC-TV’s You Bet Your Life 
(Groucho Marx) (Thursdays, 8-8:30 
p-m.) was viewed by the greatest num- 
ber of respondents during the four- 
week period. A total of 519, or 51.9 
per cent, watched the program in that 
time. Running closely behind Marx 
was another NBC-TV show—the night- 
time version of The Price Is Right, 
(Mondays, 7:30-8 p.m.), which was 
viewed by 50.7 per cent of the re- 
spondents. 

NBC-TV’s Twenty-One (Mondays, 
9-9:30 p.m.) was viewed by 47.3 per 
cent of the respondents within the 
four-week period. CBS-TV’s $64,000 
Question, which is telecast on Tues- 
days, 10-10:30 p.m., received 462 votes 
for 46.2 per cent of the total. The 
nighttime version of Treasure Hunt 
(NBC-TV, Tuesdays, 7:30-8 p.m.) fol- 
lowed, with 34 per cent of the re- 
spondents watching it within the four- 
week period. 


QUESTION 5: Some quiz programs make it possible for people at home to 


participate in the program; other quiz shows limit themselves to contestants 
appearing on the program. Which, if any, of these two types do you prefer? 


At home participation 
Contestants on show only 
No preference 

Total respondents who viewed quiz 
programs in past four weeks 


% 
363 39.0 
437 46.9 
131 14.1 











The daytime quiz shows also got 
respectable scores. The daytime version 
of The Price Is Right (NBC-TV, Mon- 
day through Friday, 11-11:30 a.m.) 
was viewed by 28.2 per cent of the 
respondents. This was followed by the 
daytime version of NBC-TV’s Treasure 
Hunt (Monday through Friday, 10:30- 
11 a.m.), which was seen by 23.4 per 
cent of the respondents. Tic Tac 
Dough, another NBC-TV daytime quiz 
program, telecast Monday through 
Friday from noon to 12:30 p.m., was 
watched by 21.6 per cent of the re- 
spondents. 

In terms of program preference, 
Pulse unearthed slightly different fig- 
ures, indicating that preference and 
actual viewing are two different things. 


QUESTION 6: In regard to the num- 
ber of quiz programs shown on 
television, do you feel there should 
be: 
= To 
More of this type 47 5.0 
Fewer 298 32.0 
Number now 586 63.0 
Total respondents who 
viewed quiz pro- 
grams in past four 


Of the respondents with definite pro- 
gram preferences, 25.8 per cent most 
preferred The Price Is Right, which 
was ranked second in terms of actual 
viewing. Twenty-One was preferred by 
20.5 per cent of those with program 
preference. The Groucho Marx show 
followed in third place with 16.3 per 
cent, although this program was 
viewed by the most number of re- 
spondents. The $64,000 Question fol- 
lowed in fourth place, since 11.1 per 
cent of the respondents with pref- 
erences liked this show. Treasure Hunt 
received 7.3 per cent of the votes of 
those who had a program preference. 
It should be noted that in this ques- 
tion the total was over 100 per cent 
because of multiple responses. 
Question four asked: “Is there any 
one quizmaster whom you consider 
your favorite? (By ‘quizmaster’ I’m 


referring to the person who questions 
the contestants).” The answers to this 


(Continued on page 104) 


George De Witt rings the beil on CBS-TV’s long-running Name That Tune. 
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Tape 
timetable 


Method has many 
advantages but answers 
to problem areas 


must still be found 





a 





ON 


ill videotape revolutionize the 
W vaesision industry, or will it ef- 
fect minor reforms? The question may 
be an academic one at this stage in the 
development of tape, but the answer to 
it is already apparent: there will be no 
revolution. 

Certain areas of the industry, notably 
filmed programs and filmed com- 
mercials, may be drastically affected 
some day, but broadcasting per se will 
continue as it is now, operating per- 
haps more imaginatively, more efh- 
ciently, more economically. 

Tape enthusiasts have helped confuse 
the issue, attributing to the sight-and- 
sound recording process miraculous 
powers, fantastic possibilities. VTR is 
in a way miraculous, and its possibili- 
ties have not as yet been fully explored, 
but it is not a cure for all of the ills 
afflicting broadcasting—rather, it is a 
corrective for some. 

As a corrective, it is the best thing 
to hit television since the Kefauver com- 
mittee discovered sin. The new method 
will be felt in many areas—network 
scheduling, network programming 
(originations), station programming, 
station management, commercial pro- 
duction and program packaging and 
distribution. 

Most common use of tape at present 
is on a network level, where daylight- 
saving time and normal time-zone 
problems have been overcome, and in 
this sense, many of the nation’s viewers 
can be said to have been exposed to 
tape broadcasts. But this is only one use 
of VTR, and an obvious one. 

In general, tape can be said to com- 
bine the quality of live broadcasts with 
the control element generally associ- 
ated with film. In addition to picture 


quality, one VTR’s advantage over film 
or kinescope is its speed of playback, 
graphically illustrated recently when 
NBC-TV covered a satellite firing at 
Cape Canaveral. Due to Defense De- 
partment restrictions, the network 
wasn’t able té cover the launching live, 
but was permitted to tape it. The mis- 
sile was launched at 8:18 a.m., and the 
network went on the air from New 
York with commentary at 8:21. At 
8:25, seven minutes after the blast-off, 
NBC-TV switched to its tape central 
on the coast, where the event had been 
recorded on videotape from Cape 
Canaveral, and telecast the countdown 
and firing. 

Since the development is capable of 
many uses that will affect all segments 
of the industry, a word about the ma- 
chine itself is in order. 

Two corporations are presently 
marketing videotape recorders. First in 
the field was the Ampex Corp., which 
sold its first machine to KING-TV 
Seattle late in 1957. Radio Corp. of 
America has just launched a marketing 
campaign for its recorder, which will 
be compatible with the Ampex machine. 

The Ampex VR-1000 sells at a basic 
price of $45,000, and various acces- 
sories necessary for operation and 
maintenance amount to another $6,- 
000. These accessories include an 
eraser, spare head assemblies, the ac- 
tual tape and a Waveform monitor. A 
color adapter is currently being mar- 
keted for $19,000. 

RCA is offering a color tape recorder 
and a_ black-and-white version. The 
color recorder markets for $63,000, 
while the monochrome machine sells 
for $49,500. A color adapter for the 
black-and-white-only recorder is be- 


A taped Kellogg commercial is played back at Telestudios, Inc. 


ing offered for approximately $13,000. 

The cost of the magnetic tape is $300 
for a one-hour reel, but since videotape 
can be erased and re-used up to 100 
times, the cost works out to approxi- 
mately three dollars an hour. Ampex 
guarantees at least 100 hours of life for 
the recording heads which make the 
electronic pulses on the tape. 

Two criticisms have been made about 
VTR: it can’t be edited easily, and re- 
production is limited. The editing prob- 
lem has been partly overcome by Am- 
pex, which will introduce a semi-auto- 
matic splicer before the first of the year, 
although Ampex officials argue that the 
problems associated with editing and 
splicing are largely due to inexperi- 
ence and lack of training. 

At least 100 videotape copies can 
be made from an original. However, 
these copies must be made by con- 
necting one or more machines as 
recorders, while another is used as a 
replay machine. Copies made from 
copies are usable, but deterioration is 
more marked. 

In any discussion of technical bugs 
relating to a recent development such 
as VTR it should be remembered that 
these problems almost always afflict a 
new process. Further refinements on the 
machines will undoubtedly be made. 

Probably the best indication of the 
practicability of VTR is the growing 
list of stations which have ordered the 
machines. Some 60 stations in market 
areas as diverse as Provo, Utah, and 
New York have ordered recorders, and, 
according to an Ampex spokesman, 25 
to 30 big market areas will be covered 
by at least the first of the year. At this 
time next year, large-scale tape syndi- 
cates will be feasible, since the top 50 
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markets will be covered. 

On a network level, heavy invest- 
ments have been made in videotape re- 
cording. ABC-TV has a total of 18 ma- 
chines—six in New York, six in Chi- 
cago and six in Hollywood. CBS-TV has 
23 machines, 14 in New York and nine 
in Hollywood. NBC-TV, which has nine 
Ampex machines in Hollywood and two 
in New York, has been experimenting 
and using the new RCA recorder, and 
its new tape center in New York is ex- 
pected to have at least 14 machines. 

Film” commercial producers have 
seen the potential of the recording 
process and are starting to make ap- 
propriate moves. At least nine com- 
panies, some of them formed specifical- 
ly to produce tape commercials, have 
committed themselves. 

Syndicators have seen the potential 
of tape, and although most of them at 
present argue that not enough stations 
have the recorders to make tape syn- 
dication profitable, at least two have 
committed themselves in that direc- 
tion. Guild Films has purchased an 
Ampex recorder and concluded the first 
syndicated tape deal when wrix New 
York purchased Divorce Court, which 
had been produced and taped by KTTV 
Los Angeles. National Telefilm Asso- 
ciates has two machines at its disposal 
and has already formulated plans for 
their use. Paramount Sunset Corp. has 
made arrangements with Paramount- 
owned KTLA Los Angeles for the use of 
the station’s recorders to tape com- 


Tape enabled k1nc-tv Seattle to re-play immediately this dramatic crash in the Gold Cup unlimited hydroplane race. 


mercials and pilots. 

From a programming point of view, 
VTR will probably have the greatest 
impact on local originations, since local 
live programming of any calibre at all 
has been an expensive and financially 
unrewarding operation. With the pos- 
sibility of ultimately syndicating a local 
program and recouping initial losses, 
stations may risk more expensive, more 
imaginative shows. Similarly, a good 
local show has a chance of being picked 
up by a network, as happened this sum- 
mer when ABC-TV picked up Stars of 
Jazz and Traffic Court from KABC-TV 
Los Angeles and Confession from WFAA- 
TV Dallas. Stars of Jazz may be con- 
tinued on the network this fall. 

Videotape’s impact on live produc- 
tion techniques will be considerable. It 
is possible to tape portions of programs 
in advance, and it is now possible for 
a script writer to forget to a certain ex- 
tent the limitations of time and space 
inherent in live programming. Edward 
Saxe, vice president in charge of op- 
erations at CBS-TV, likes to describe 
it this way: “You can now have an 
actor shoved into a swimming pool in 
one scene and have him open the next 
scene dried and dressed.” He can dry 
out in the afternoon after the swimming 
pool sequence has been shot and taped. 

Commercial tape production has not 
been fully explored. Although it isn’t 
possible today to predict how much 
will be saved in production costs, tape 


at least offers potential savings. One 





obvious saving will be in personnel 
costs, since it is possible to play back 
immediately and make whatever cor- 
rections are necessary while talent and 
technical crews are still in the studio, 
rather than waiting for a film to be 
processed. Some film producers have 
argued that tape production will not 
necessarily afford any great savings in 
this area, since the cost of re-shooting 
with live equipment and skilled person- 
nel can mount up. 

For an independent film producer to 
enter tape production on a large scale 
requires a considerable expenditure, 
since he must acquire all of the ele- 
ments necessary for live production, 
such as television cameras, special light- 
ing equipment and entirely new tech- 
nical crews. One producer has esti- 
mated that an outlay of $200,000 is 
necessary. 

Telestudios, Inc., the first company 
set up specifically for videotape pro- 
duction, has completed commercials for 
Kellogg, the Mennen Co. and the Flo- 
rists Delivery Service. In addition, says 
George Gould, president, the company 
has already made pilots for several pro- 
gram producers. Mr. Gould feels there 
will be a surge in tape commercial pro- 
duction this fall, but not until next fall 
will it become an established fact in 
broadcasting. 

On a loce' level, videotape offers a 
sponsor a live approach without the 
costs of live commercials. It offers the 
local advertiser the control element of 











film for greater accuracy and effective- 
ness, and the small advertiser with a 
limited budget and unable to afford 
filmed commercials can use a variety 
of commercials at relatively low cost. 

There have been some indications 
that the networks may go into inde- 
pendent commercial production in ad- 
dition to their traditional role of offer- 
ing their facilities to individual spon- 
sors. The situation has alarmed the Film 
Producers Association of New York, 
which has asked the anti-trust division ¢ 
of the Department of Justice to explore . 
“possible” monopolistic practices by 
the networks. An FPA spokesman con- 
ceded the networks had a legal right to 
produce commercials and programs on 
tape, but indicated that the association 
was concerned with the possible illegal 
use of that right. ; ptt 

Some members of the FPA are ex- 
ploring the possibility of setting up a 
tape center to serve independent pro- 
ducers, and so distribute the heavy ex- 
pense of purchasing and maintaining tht 
the electronic equipment. However, y 
several independent producers have al- TET, 
ready purchased machines, and are iihiy 
now experimenting with them. These in- oR, 
clude Elliott, Unger & Elliott, Filmways, oh) 
Inc., Klaeger Film Productions, Inc., 
Videotape Productions of New York ar oval 
and Termini Videotape Service. On the 
west coast, Cascade Pictures has set up 


an arrangement with KTTV Los Angeles, j 
wer 


and Don Lee Video Service, through 
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Tops with Emily Tipp 
Ward Baking’s old-fashioned lady 


helped push sales over the $104 million mark 
in 1957 
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n elderly, determinedly old-fash- 
A ioned lady named Emily Tipp 
may have convinced sophisticated advo- 
cates of the hard sell that basic human 
goodness is capable of giving such 
psychological gimmicks as glamour, 
snob appeal and fear phobias a run for 
their money. Since her television debut 
in the summer of 1957, the good lady’s 
ability to personify homespun Amer- 
ican virtues has been a major factor in 
the Tip Top bread sales of her em- 
ployers, the Ward Baking Co. 

Ward’s steadfast adherence to the 
conviction that virtue is its own reward 
commercially, as well as in other re- 
spects has been fully vindicated by the 
test of time and the advertising potency 
of.a well-formulated spot tv campaign. 
According to A. F. Guckenberger, 
Ward’s vice vresident in charge of sales, 
advertising and merchandising, “more 
than 70 per cent of our budget goes into 
tv. Our feeling is that we will increase 
our use of television.” 

TvB reports for the first quarter of 
1958 indicate Ward Baking’s spot tv 
investment amounted to $717,600, com- 
pared to the firm’s total 1957 spot ex- 
penditure of $939,110. If this figure is 
surpassed or maintained in ensuing 
quarters, Ward’s total spot tv invest- 
ment this year will exceed $2 million. 
In its July 1958 directory of the top 
500 industrial firms, Fortune maga- 
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zine places the bread company’s 1957 
sales at $104,208,000. 

Representing a substantial advertis- 
ing investment and evincing a unique 
brand of salesmanship, Emily Tipp has 
become an animated symbol of near- 
Victorian morality for millions of tv 
Whimsically supported by 
such diverse characters as an elevator 
operator whose pate is adorned with a 
tattooed light bulb, a ventriloquist who 
half-heartedly extols the merits of his 
dummy as an advertising vehicle, and 
a vindictively inclined movie actress, 
Ward’s “saleslady extraordinaire” de- 
livers 20,- 30- and 60-second spot mes- 
sages to receptive young homemakers 
in 28 eastern markets. 

The Tip Top lady’s strong grasp on 
the public imagination is attested by 
Ward’s agency, J. Walter Thompson. 
When the soft-spoken, pince-nez’d per- 
sonality in the lavender dress made a 
test five-week tv debut in Birmingham, 
Youngstown and St. Louis in July and 
August of 1957, Tip Top’s message re- 
call increased more than 100 per cent— 
from 17 to 37 per cent—while aware- 


viewers. 


ness of Tip Top advertising rose to a 
leading competitive position. In St. 
Louis, for example, voluntary advertis- 


ing awareness rose from four per cent 
to 27 per cent—a gain of almost 700 
per cent. As a result the Tip Top com- 
mercials became a permanent Ward 


Pres. Arnold Jackson 


© 





advertising feature in all 28 markets, 
beginning in October 1957. 

A December 1957 trade-magazine 
survey among 1,000 tv viewers in Chi- 
cago and New York reported that Tip 
Top ranked first with 26.7 per cent, 
despite the fact the commercials had 
been off the air during the two-week 
survey period. ARB statistics for June 
rank the Tip Top pitches in 11th place 
in commercial popularity. 

Three Emily Tipp fan clubs have been 
formed in different parts of the coun- 
try for the express purpose of viewing 
her commercials with dedication. The 
Detroit Art Directors’ Club presented 
her with the 1958 Silver Medal Award 
for animated television commercials. 
Four Tip Top commercials were se- 
lected for judging—the promoter, the 
movie star, the ventriloquist and the 
elevator operator. Emily’s lively 60- 
second conversation with the elevator 
operator won unanimous acclaim. 

One theory advanced for the Tipp 
popularity is her acceptance by the 
average housewife. Harassed women 
may subconsciously resent the un- 
troubled and man-trapping facade pre- 
sented by the average glamour girl and 
gravitate to Emily as the embodiment 
of prim down-to-earthiness. 

A creative admixture compounded 
of blood, sweat and tears, Emily Tipp 
has more than fulfilled her employers’ 


V.p. A. F. Guckenberger 







need for a central character capable of 
fostering increased brand awareness of 
Tip Top products. Anonymous groups 
at J. Walter Thompson and Ed Graham 
Jr., president of Goulding, Elliot & 
Graham Productions, served as inspired 
midwives during the Ward saleslady’s 
emergence from obscurity. With the 
assistance of Gifford Animation, Inc., 
both organizations continue to be ac- 
tive arbiters of Emily’s tv destiny. 

Before the cartoon character's devel- 
opment as a major Ward sales weapon, 
the bread company’s tv advertising his- 
tory was not particularly outstanding. 
Essaying television for the first time in 
1952, Ward Baking sponsored a half- 
hour film series, The Cisco Kid. When 
the Mexican Robin Hood did not quite 
come up to par as a bread salesman, 
Ward switched to sponsoring such lo- 
cally produced children’s shows as 
Korny The Clown in 1953. 

Despite high ratings, the kiddie shows 
did not substantially increase product 
sales. Commenting on this phase of 
Ward tv advertising, Bob Vogt, assist- 
ant advertising manager, states: “We 
felt we were aiming at the wrong audi- 
ence. Bread—the staple of all staples 
is not particularly appealing to kids. 
Although we were more successful with 
our cake line, we could not persuade 
children to ask specifically for Tip Top 
bread.” 
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After abandoning sponsorship of the 
1955, the firm 


waged a year-long spot tv campaign 


children’s shows in 


with the uneasy conviction its basic 
message was not being translated prop- 
erly to consumers. 

“The difficulty involved with bread 
promotions,” observes John Russo, J. 
Walter Thompson account executive, 
“is that there is no real story to tell. 
Bread lacks product distinctiveness. An 
inherent danger exists of saying the 
same thing over and over. Consumers 
are not especially interested in bread 
advertising.” 

Aware that seven out of 10 bread 
sales are “impulse purchases,” Ward's 
staff and agency executives decided to 
base their tv sales tactics on spot com- 
mercials heavily endowed with recall 
value. Promotional tv planning cen- 
tered around a form of advertising that 
would transfer viewer interest to the 
product. According to Mr. Gucken- 
berger, a decision was reached to try 
something off-beat. “We wanted a char- 











acter appealing to young homemakers,” 
he states. 

By early 1957, Ward executives and 
agency planners brought to fruition 
plans which involved a television per- 
sonality capable of convincingly ap- 
prising consumers of Ward’s product 
quality. Groups of agency personnel. 
equipped with specification data out- 
lining the proposed character’s intrinsic 
traits, worked on the idea of a believ- 
able sales personality. Although each 
group had the same list of specifica- 
tions, differing interpretations of the 
proposed personality were required. 

The specifications submitted to the 
agency's people included the following 
basic sales traits: 

1. Believability. This involved a lik- 
able personality with a genuine interest 
in the product and one not prone to 
boastful or exaggerated product claims. 

2. A strong, friendly brand image. 
Some warmly outgoing individual cap- 
able of projecting the feeling of home- 


baked and old-fashioned goodness in- 














herent in the product. 

3. Someone especially appealing to 
young homemakers. 

4. A personality adaptable to all 
media. 

5. A sales type able to sell the com- 
plete line of Tip Top variety breads and 
specialty products, as well as white 
bread. 

6. A personification of the quality of 
the Tip Top line. 

7. A Ward representative who would 
be the basis for a continuing advertis- 
ing campaign. The latter trait required 
some symbol capable of sustaining con- 
sumer interest over a prolonged period 
of years. 

At one point the two leading con- 
tenders for the Ward sales mantle in- 
cluded a young married couple—a sales 
and a prim old 





manager and his wife 
lady. Agency opinion veered in favor 
of the old lady. Having now molded the 
skeletal outline of a new central char- 
acter, J. Walter Thompson called on 
outside assistance for the final icing on 















its creative cake. Ed Graham came up 
with the Emily Tipp format. 

No hidebound observer of advertis- 
ing traditionalism, the 29-year-old crea- 
tor of Harry and Bert Piel adheres to 
his oft-repeated contention: “You've 
got to be welcome!” He definitely and 
outspokenly favors a radical, some- 
times flamboyantly off-beat departure 
from more widely practiced advertis- 
ing methods. 

A bold server of advertisers who have 
story to tell, Mr. Graham 
grapples with the constant advertising 


no new 


problem of reaching tv viewers on both 
an emotional and a rational level. Since 
Emily and her friends manage to in- 
volve themselves in some hilariously 
subtle and logical plot siutations—in a 
minute or less—it may be safely as- 
sumed that Mr. Graham is a successful 
demonstrator of his own theories. 
Many Graham tv characterizations 
are based on personal observations of 
actual persons. The gregarious elevator 


operator, for example, who pesters a 














patient Emily with suggestions for im- 
proved Tip Top sales gimmicks, has a 
real-life a Madison 
Avenue building. Some of Mr. Grabam’s 


counterpart in 


other ideas originate with his business 
associates, friends, or simply come “out 
of the blue.” 

His biography of Emily describes a 
kindly lady of 61 who started in 
the baking business with her father 
sometime around the turn of the cen- 
tury. Partial to lavender dresses and 
white linen collars, Mr. Graham’s latest 
contribution to tv's spot-commercial 
hall of fame is a wholesome, well-ad- 
justed, rather snippity individual who 
drives a 1934 Rolls while making her 
business rounds. 

Associated with Mr. Graham in the 
task of readying Emily and her friends 
for their tv appearances is Louis Gif- 
ford, president of Gifford Animation, 
Inc. As the third member of Ward Bak- 
ing’s creative tv triumvirate, the Gibson 
organization handles the production de- 
tails of the Tip Top commercials. In a 





mutually complementary working ar- 
rangement, Elliot, Goulding & Graham 
Productions and J. Walter Thompson 
supply scripts and soundtracks, while 
the Gibson firm furnishes storyboards. 

The cost involved in creating each 
Tip Top commercial is $14,000. Ap- 
proximately 20 Tip Top commercials 
have already been completed, and a 
batch of four more is scheduled for re- 
lease. The new Emily Tipp vehicles will 
include the tv 
washer, 


debut of a window 


return engagements of the 
glamour girl and the promoter and a 
party attended by Emily, the ventrilo- 
guist and the elevator operator. 

Assessing animation’s role in spot tv 
campaigns, Mr. Gifford observes: “An- 
imation has several advantages. Despite 
higher production cost, animated com- 
mercials can be used over and over. 
More realism can be projected into ani- 
mated characters.” 

While deprecating the potentiality of 
animated cartoons as possible tv spot 


(Continued on page 100) 
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Salesmen’s salesman 


Last year national representatives 


By FRANK M. HEADLEY 


President, Station Representatives Assn. 


roadcasting began in the United 

States almost four decades ago; 
the station-representative business was 
launched about a quarter of a century 
ago. 

Today national advertisers spend 
nearly $1.4 billion for the use of tele- 
vision and radio facilities. Last year. 
from three sources—sales by net- 
works, by local sales representatives 
and by national sales representatives— 
tv stations received revenue of $849,- 
233,000, and radio stations $516,409,- 
000. 

In 1957 national sales representa- 
tives accounted for 46 per cent of the 
total tv-station revenue and 32 per 
cent of the total radio revenue. Net- 


accounted for 46 per cent 


of total tv station revenue 


works accounted for 23 per cent in 
television and 11 per cent in radio; 
local sales representatives accounted 
for 31 per cent and 57 per cent, re- 
spectively. 

These figures, coupled with the fact 
that a total of 3,247 television and 
radio stations have national inde- 
pendent representatives—an average of 
59 stations for every representative— 
indicate the importance of the national 
sales representative in broadcasting. 
He is the industry’s number-one sales- 
man. 

What kind of a person is he? How 
does his organization function? What 
is his place in the future of the world’s 
greatest system of broadcasting? The 
following may answer these questions 
and explain the role of the national 


broadcast station representative. 


The independent national sales rep- 
resentative is an agent of the broad- 
casting station. He is, in effect, an 
employe of the station to the extent 
that he performs sales and related serv- 
ices in behalf of the station, for which 
he is remunerated, usually on a com- 
mission basis. 

Since there are so many television 
and radio stations, it would be imprac- 
tical and uneconomical for each to 
maintain full-time sales forces in the 
various key cities where most national 
advertising is bought. 

The national representatives main- 
tain offices in all of these metropolitan 
centers, and more. Their salesmen 
make daily calls on advertisers and 
their agencies. They make these calls 
in behalf of their client stations. They 


sell spot advertising—so-called _be- 











He is, in effect, an employe of the station 
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The advertiser 
can pick the “spot” where his message 
is to be broadcast. 


cause it is selective. 


Spot advertising is, of course, di- 
vided into the two categories of local 
and national. This distinction is drawn 
by the stations’ own definition. In gen- 
eral, advertisers whose operations are 
limited to the home area of the station 
are local, whereas those whose products 
or services are sold over extended 
areas, particularly across state lines, 
are considered national. 

Local advertisers normally are 
served by the station’s own local sales 
force. Those outside the home area or 
state are served by the national sales 
force—i.e., the national spot or sales 
representative. 

Exclusive broadcast station represen- 
tation dates from the early Thirties, 
when many of the present companies 
launched. This phase of the 


broadcast industry arose from condi- 


were 


tions strikingly similar to those which 
prevailed in newspaper 


half a century earlier. 


publishing 


The value of an advertising medium 
depends largely upon one factor— 
circulation of the advertiser’s message. 
Prior to 1880 many newspaper pub- 
lishers considered circulation figures 
a secret. Almost nobody observed a 
published advertising rate. Standards 
for acceptable advertising copy were. 
to say the least, loose. The actual sale 
of space was negotiated by means of 
complicated horse-trading, often in- 
volving brokers who had no exclusive 
arrangement with any one newspaper 
in a market. 

Out of this confusion—confusion for 
the advertiser and the publisher— 
evolved the concept of exclusive sales 
representation, where each publisher 
was represented by a national adver- 
tising sales organization serving him 
and him alone in his market. And, by 
the 1890’s, most well-managed papers 
employed exclusive representatives— 
and most still do. 

Broadcast-time sales representation 
went through roughly the same evolu- 
tion. In the early days of commercial 
radio most national spot-advertising 
contracts were negotiated by brokers. 

This method of selling left the sta- 


tion licensee with very little, if any, 
control over the rates charged for his 
station time, or the products advertised 


—a condition which was inimical to 
his welfare as a licensee. 

So broadcasting adopted the system 
which had worked satisfactorily for 
newspapers. Station representatives 
were retained—each exclusively dedi- 
cated to the interest of a single licensee 
in any one area. The system, tested 
successfully in radio, later was ex- 
tended to television. 

There are 55 national independent 
station representative companies in the 
United States.* These representatives 
maintain more than 290 offices and 
employ nearly 2,000 people, of whom 
nearly 800 are salesmen. The total 
annual payroll of these 55 firms ex- 








To all intents and purposes, 
the day of the ‘pitchman’ is gone 











ceeds $12,800,000, and they sell ad- 
vertising for 469 television stations. 

There are some 14,000 national and 
regional advertising accounts through- 
out the United States listed in current 
directories. These accounts primarily 
are manufacturers or distributors of 
private-brand merchandise. There are 
approximately 3,000 listed advertising 
agencies who control placement of na- 
tional and regional advertising in the 
United States. 

This is the market-place of the na- 
tional independent station representa- 
tive. 

In 1957 he was responsible for 


* A national independent station representa- 
tive is here defined as one who maintains 
permanent offices and staff in New York 
and Chicago and operates from at least one 
other location. 





selling $476,395,000 worth of time to 
these agencies and advertisers. He sold 
varying length; 
single- and multiple-program features. 
He called on the purveyors (and their 
agents) of goods and services who 
comprise the foundation of our Ameri- 
can economic system. 

But remember that only 40 per 
cent of those employed by the national 
independent representatives are sales- 
men—the front-line troops, so to speak. 
The other 60 per cent include, in addi- 
tion to clerical help, numerous pro- 


announcements of 


fessional people who are employed to 
perform continuing services for the 
station clients. 

We have said that the basic service 
of the station representative is selling. 
But selling in today’s complex market 
—whether it is a product or a service 
or a fragment of time—is a demanding 
pursuit. 

This nation’s economic growth has 
been based upon the idea of competi- 
tive enterprise. Eighty years ago there 
were 50 million people in the United 
States. Today there are 170 million. 
Nearly seven per cent of the popula- 
tion is engaged in sales work. 

What are they selling and to whom? 
Well, national income has doubled in 
the last decade alone, and our produc- 
tive capacity has trebled. The “enter- 
prise” is growing, but so is the “com- 
petition.” A salesman no longer can 
operate with an order blank alone. 

To all and purposes, the 
day of the “pitchman” is gone. The 
salesman today must have a good edu- 


intents 


cation, a full knowledge of the service 
or product he is selling, backed by 
thorough research. He must include 
among his talents not only persuasive- 
ness but believability—and a liberal 
knowledge of many subjects. 

This changing pattern in our eco- 
nomic existence has been recognized 
by the national representatives. Sixty 
per cent of those employed by national 
independent station representatives are 
not engaged directly in selling. Other 
than administrators, they are people 
devoting their full attention to pro- 
gram, product, market, advertising and 
audience research. They adduce in- 
formation through special studies, sum- 
mations, predictions—and they assem- 
ble this material in a way that it may 


be helpful to the salesman in ac- 
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complishing his mission. 

It is their task to put the answers in 
the salesman’s briefcase. 

Flexibility — saturation selec- 
tivity—adaptability—speed. 

These are magic words in the lexicon 
of the independent station representa- 
Spot enables the 
national advertiser to pick his markets; 


tive. advertising 
he isn’t required to buy where he does 
not have or does not seek distribution. 

He can buy, through spot adver- 
tising, what he needs—whether it be 
one brief announcement a day or week 
or a saturation campaign involving 
several announcements. Or he can buy 
high-rated local program features, or 
nationally released syndicated film 
programs. 

He can adapt his advertising mes- 
sage to the market. The copy he runs 
in Keokuk may 


vary from that he 


varying campaigns to meet changing 


conditions. 

But in order for the national adver- 
tiser to take full advantage of his in- 
vestment in the use of national spot in 
television and radio, there must be 
accessible to him not only a complete 
knowledge of facilities, but a running 
account of the times and features avail- 
able on these facilities. Each station 


representative supplies this information 


to national advertisers and _ their 
agencies—full market and facility 


data and a continuing catalog of sta- 
tion availabilities. 

This is the material that the sales- 
man carries in his briefcase, supplied 
by hundreds of colleagues in the main 
branch offices who are engaged full 
time in research, program analysis, 
availability patterns, etc. 

The station representative brings to 


stories; experience of pertinent prod- 
ucts on the station or program. 

And this is just a beginning. 

The station representative, in the 
modern trend, also is a consultant. He 
is constantly “on call” by his employ- 
ers—the broadcasters he represents in 
communities throughout the nation. But 
those calls are not limited to, “Did 
you get the order?” 

He is called upon for advice in pro- 
gramming changes—-running the gamut 
national film 
features, network affiliations and selec- 


from the selection of 
tion of news services to the least pre- 
tentious local features on the station. 

Many station representatives main- 
tain full-time program advisors, their 
services available to the clients on re- 
quest. Some of these advisors actually 
go into the field and conduct on-the- 
pursued by specific 


spot surveys, 














The station representative brings to the buyer’s desk a volume of data which no other media can match 








schedules in San Francisco. He can 


even have “standby” copy to meet 
varying weather conditions—if he sells 
merchandise that relates to the vagaries 
of climate. If it’s raining in Cincin- 
nati, he can sell umbrellas to keep dry 
—while selling them on the same day 
to keep cool in Miami. 

And of course, because spot adver- 
tising is supported by the personalized 
service of the station representative 
who constantly is in touch with his 
stations,. the national advertiser can 
accomplish these objectives swiftly— 
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the buyers desk a volume of data 
which no other media can match: data 
on the market—from population trends 
to annual precipitation, and with com- 
other 


parative figures on markets ; 


number of radio and/or television 
families. compared to circulations of 
newspapers and magazines in the mar- 
ket; popularity, coverage and rates of 
the station he represents and the com- 
peting stations in the market; data on 
time periods, program history, per- 
current 


formance and competition ; 


ratings; station and program success 


recommendations for brightening local 
performance. 

The station representatives, too, have 
become experts in the fields of audi- 
ence and sales promotion. In some 
cases, they actually supervise the 
preparation of presentation material 
for their clients; in all cases, their 
services as consultants are available in 
these vital areas of developing station 
prestige and effectiveness. 

Pricing, packaging, merchandising, 
of these are 


rates, distribution—all 


subjects that relate to sales and station 



























be in constant, and sure contact 


’ 

i 

’ 

| . . . the representative must 
| with his stations 








prosperity; and all of these, therefore, 
are matters that engage the day-by-day 
attention of the representative and his 
staff. 

The proof of his performance in this 
essential background endeavor is found 
in the growth of his profession. In 
terms of people, it has doubled in the 
last 10 years. In terms of dollars, na- 
tional spot representatives now sell 
twice as much national broadcast ad- 
vertising in radio as all of the radio 
networks combined, and 80 percent 
as much as is sold by the combined 
television with this latter 
ratio gradually being narrowed with 


networks- 


the passing years. 

The representative is called on for 
credit checks on national advertisers, 
for help in collection of delinquent ac- 
counts, for assistance in inauguration 
programs for new facilities, aid in the 
preparation of trade advertising and 
counsel on public. relations. 

Tools are needed in every trade— 
and in the professions, too. 

These are some of the tools of the 
profession of station representation: 
typewriters; teletype machines; calcu- 
lators; telephones; the _ painter’s 
pallette, and the photographer’s lens. 
And transportation, of course—by air 
and by surface and by shoe-leather. 

Since the station representative is 
looked upon by the national advertiser 
as his contact with the nation’s out- 
standing broadcasting facilities, and 
since he thinks of spot advertising as 


the single device that can adapt to his 


needs with the swiftness of moments, 
the representative must be in constant 
and sure contact with his stations. 

He does this through inter-connected 
teletype and, with increasing fre- 
quency, by telephone. This is his 
means of knowing, on the morning of 
each day, the available inventory in 
time of each station he represents. And 
he must know each day, for the pattern 
of that inventory changes hourly. 

His merchandise is perishable, for a 
20-second spot unsold today is gone 
forever—and his station loses twice: 
the revenue he might have gotten, and 
the cost of programming the station 
itself must bear in the absence of such 
revenue. 

In order to keep up with this 
changing picture, not only in availa- 
bilities but in the character of markets 
that ebb and flow so rapidly in today’s 
dynamic economy, he must visit the 
stations he represents on a regular 
basis. The station representative is 


one of the nation’s most-traveled 


businessmen. 


Information Source 


He must assemble and codify and 
collate vast statistical information. 
surely and accurately. This process, 
more and more, is becoming mech- 
anized by the modern station repre- 
sentatives. One even employs a Univac 
machine which stores information in 
memory chambers and responds in 
fractional seconds to questions perti- 
nent to the representative's daily labor. 

Flashing back and forth hourly be- 
tween the 55 national independent rep- 
resentatives and some 1,200 major- 
and secondary-market television and 
radio facilities who employ them, are 
messages dealing with the needs of 
advertisers and the availabilities of sta- 


tions—a never-ending process of our 
advertising economy, intended to 


hasten the sale and distribution of 
goods and services. 
The _ station 


center link in this chain. Although he 


representative is the 


represents the seller, he serves also the 
buyer. 

In this process, he is paid by the 
station from the money the station ob- 
tains from the advertiser for use of its 
facilities—usually at the rate of 15 
per cent on the gross business ordered, 
after deductions for advertising-agency 











Frank M. Headley, as president of H-R 
Representatives, Inc., and H-R Tele- 
vision, Inc., as well as president of the 
Station Representatives Association, is 
more than amply qualified to describe 
the role of the national sales represen- 
tative in the broadcasting picture. Born 
in lowa 50 years ago, Mr. Headley has 
been a salesman for the Standard Oil 
Co., a member of an Omaha law firm, 
an FBI agent and manager of the radio 
division of Kelly-Smith. In 1939 he be- 
came president of Headley-Reed Co., 
leaving there in 1950 to form H-R 
Representatives. 


commissions. 

Most of this revenue goes into per- 
sonnel, a large part into capital in- 
vestment and operating expenses—an 
earnings finally, after taxes, are about 
average for the normal American pro- 


fessional pursuit. 








a 20-second spot 


unsold today is gone forever 
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WTOL-TV, CHANNEL 11 np ooteccsrc: H-R TELEVISION, INC. 


AIR DATE NOV. 1958 AS NATIONAL REPRESENTATIVES 


* 
hanne 


The St. Lawrence Seaway, which will make Toledo a deepwater port and trigger 
an explosive’ boost to its economy 


Frazier Reams — President Thomas S. Bretherton-Vice President & Gen. Mgr. 


By a happy public-service coincidence, Frazier 
Reams also has a significant role in Toledo's 
second “channel” — he is vice chairman of 
Toledo-Lucas County Port Authority and is 


act 1 Seaway affairs 
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As a service to advertisers, agencies, 
stations and other executives interested 
in television set saturation TELEVISION. 
AGE is publishing on the following 
pages the complete Advertising Re- 
search Foundation report of U.S. Tele- 
vision Households estimates by state 
and county for March 1958. 

In the foreword to the report ARF 
says: “ARF wishes to acknowledge the 
assistance and cooperation received 
from the following: 

“Bureau of the Census, for providing 
a special tabulation from the television 
supplement to the January 1958 Cur- 
rent Population Survey. However, the 
Bureau of the Census assumes no re- 
sponsibility with respect to the utiliza- 
tion of the data or the methods em- 
ployed in this report. 

“A. C. Nielsen Co., for preparing 
preliminary county estimates and for 
supplying staff assistance and tabulat- 
ing facilities to perform the necessary 


State and County Estimates, U.S. Television Households, March, 1958 


calculations according to ARF specifi- 
cations.” 

Definitions include: Household is all 
persons occupying a dwelling unit, 
such as a house, apartment, or one or 
more rooms that constitute a dwelling 
unit. Quasi-households, such as groups 
of persons living in large rooming 
houses, transient hotels, institutions and 
military establishments are not in- 
cluded. 

Television household is a household 
having one or more television sets at 
the time of the interview. A television 
set is defined as any model or receiver 
without regard to working order. 

There were two basic sources for per 
cent of television households, accord- 
ing to the foreword. 

“1. The television supplement to the 
Current Population Survey. 

“2. Data for each county in the 


United States developed independently 
by the A. C. Nielsen Co. These pre- 


County-by-County 
TELEVISION 
HOMES SECTION 


liminary estimates were projections to 
March 1958 of the individual county 
estimates as reported by ARF in March 
1956. These projections were based on 
growth patterns determined from the 
analysis of the data from the first four 
national television surveys conducted 
by the Bureau of the Census for ARF 
and from supplementary survey infor- 
mation. 

The basic source for total households 
was a special tabulation of Sales Man- 
agement’s estimates for March 1958. 


The ARF report also includes infor- 
mation on general method of estima- 
tion and precision of estimates as well 
as an Appendix going into some de- 
tail on method, a table of standard er- 
rors and other information which for 
reasons of space must be omitted here. 
For further information on these de- 
tails contact the ARF or the underwrit- 
ers of the report, who include: ABC- 
TV, CBS-TV, NBC and TvB. 





Total Total Total Total : 
State and House- 1V Households State and House- 1V Households State and House- 1V Households State and House- 1V Households 
County holds % No. County holds % No. County holds % No. County holds % No. 
Alabama 829,500 71 Dallas 14,500 59 8,560 | Escambia 7,400 62 4,610 | Geneva 5,900 45 2,660 
De Kalb 11,000 57 6,240 | Etowah 28,300 74 21,000 | Greene 3.400 45 1,520 
Autauga 4,100 50 2,030 | Fayette 4,100 56 2,310 Hale 4,600 45 2,070 
Baldwin 11,900 77 9:170 | Elmore 7,400 62 4,600 | Franklin 6,000 56 3,330 | Henry 3,700 50 1,860 
Barbour 6,500 47 3,080 ee 
Bibb 3,800 58 2,210 
— ee TELEVISION SET COUNT BY STATES 
Bullock 3,500 53 1,840 | Total U. S. | Kansas 673,400 79 530,800 | N. Car. 1,097,600 74 a11,440 
Butler 6,400 53 3,420 | 50,540,000 84 42,400,000 | N. Dak. 170,300 68 1 5,540 
Calhoun 24,200 75 18,110 | Kentucky 831,500 70 584,090 | Ohio 2,802,000 91 2,561,850 
Chambers 9,700 63 6.110 | Alabama 829,500 71 589,250 | L@ 845,400 75 630,570 | Okla. 674,500 78 525, 
Cherokee 3,700 65 2,400 | Arizona 322,400 79 254.950 | Maine 250.000 ST : 7 420 
: 327 740 | Maryland 823,100 87 716,260 Oregon 585,300 75 437, 
Chilton 6,400 60 3,620 | Arne ens ee Se ain | Mass. 1,449,400 $1 1,318,920 Penn. 8,247,700 $9 2,903,660 
Choctaw 4,100 47 %: | e ° ‘ . . | % 4 é 24, 
Gerke”  aieo @ depp | Colorado 508,100 78 398,340 | yyich 2,266,400 90 2,042,580 | S. Car. 586,900 72 423,090 
Clay 3,000 55 1,660 | Minn. 956,600 84 805,170 | S. Dak. 196,900 63 123,240 
Cleburne 2,700 65 1,750 | Conn. 692,600 91 627,930 | Miss. 557,600 57 315,240 
; ° | Delaware 120,100 90 108,030 | Missouri 1,341,400 86 1,153,150 | Tenn. 941,100 73 5 
€ | Dist. | Montana 208,200 58 120,750 | Texas 2,650,600 77  2,038,18 
Colbert 11700 29 5760 | of Col. 246,800 90 221,500 | | Utah 233,500 86 201,290 
Conecuh 4,300 49 2'090 | Florida 1,226,700 77 946,380 | Nebraska 432,800 81 349,200 | Vermont 105,300 85 89,420 
Coosa 2,500 55 1380 | Georgia 998,100 74° 743,320 | Nevada 79.900 71 7,000 Va. 983,200 78 765,170 
Covington 9,200 52 4,7 | N. H. 165,900 89 147,470 
. si | Idaho 182,600 72 130,940 | N. J. 1,685,600 91 1,535,310 | Wash. 894,300 81 727,990 
Crenshaw 4,300 56 2,410 | Illinois 2,992,800 90 2,683,800 | N. Mex. 226,100 69 156,150 | W. Va. 514,800 ™ 383.500 
Cullman 10,900 84 9,150 | Indiana 1,376,000 89 1,223,380 | Wisc. 1,112, 4 
Dale 5,200 54 2,800 | Iowa 834.000 88 734,600 | N. ¥. 5,012,600 90 4,526,020 | Wyoming 97,100 54 27 
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Announcement 


WMBR-TYV, Channel 4, 
Jacksonville, Florida, 
has changed its 


call letters to 


Channel 4 


An Affiliate of the CBS Television Network Represented by CBS Television Spot Sales 


Operated by The Washington Post Broadcast Division 


2 September 22, 1958, Tv Homes Section, Television Age 














Total 
State and House- 
County holds 


Houston 13,600 


Jackson 8,600 
Jefferson 178,600 
Lamar 3,500 
Lauderdale 15,800 
Lawrence 6,000 


Lee 11,200 
Limestone 8,400 


Lowndes 3,500 
Macon 6,400 
Madison 22,600 
Marengo 6,800 
Marion 5,900 
Marshall 12,100 
Mobile 76,900 
Monroe 5,400 
Mont- 


gomery 45,900 
Morgan 15,000 


Perry 4,100 
Pickens 5,100 
Pike 7,200 
Randolph 4,900 
Russell 11,000 
Saint Clair 6,300 
Shelby 7,700 
Sumter 5,100 


Talladega 17,300 
Tallapoosa 8.800 
Tuscaloosa 24,900 
Walker 14,700 
Washington 3,400 


Wilcox 4,800 
Winston 3,600 


Arizona 322,400 


Apache 6,000 
Cochise 13,800 
Coconino 8,500 


ZASSS FVSRR Lex 


ge 


ARF 


SSIS RSRIB 


51 


47 
54 


79 





Total Total Total 
Households State and House- 1V Households State and House- 1V Households State and House- 1V Households 
No. County holds % No. County holds % No. County holds % No. 
8,710 | Gila 8.100 60 4,860 | Greene 6,660 57 3.750 | Sevier 2,100 64 1,350 
Graham 3,300 51 1,690 Hempstead 5,300 55 2,910 Sharp 1,600 46 730 
5,030 Hot Spring 7,000 58 4,090 | Stone 1,300 45 590 
155 740 Greenlee 3,800 51 1, Union 15,300 67 10,260 
2,080 | Maricopa 160,300 88 141,530 | Howard 2,400 65 1,550 | 
7,910 Mohave 2.300 38 870 Inde- Van Buren 1,700 60 1,020 
3,460 Navajo 7,900 39 3.050 pendence 5,400 60 3,260 Wash- 
Pima 69,300 87 60,540 Izard 1,500 46 690 | ington 14,900 61 9,120 
6,890 Jackson 7,000 60 4,220 White 9,600 63 6,050 
4,960 | Pinal 15,800 83 13,040 | Jefferson 24,900 68 16,280 | Woodruff 3,700 64 2,360 
1,730 | Santa Cruz 2.900 54 1,580 Yell 2,900 52 1,520 
3,510 Yavapai 7.100 46 3,250 Johnson 3,600 53 1,920 
13,560 Yuma 13,300 68 9,050 Lafayette 2,800 55 1,540 Calif. 4,760,000 87 4,150,730 
Lawrence 4,100 63 2,580 
3,450 | Arkansas 496,300 66 327,740 | Lee 6,100 62 3,800 | Alameda 299,900 87 261,710 
3,090 Lincoln 2,800 58 1,620 Alpine 100 60 60 
Pas | Arkansas 6,800 69 4,670 Amador 2.900 66 1,910 
e' Ashley 5,200 60 3,110 Little iver 2, t Butte 25,300 76 19,340 
2,530 Baxter 2,100 45 950 el —_ = eo Calaveras 3,200 66 2,120 
Benton 10,100 56 5,630 Lonoke 6,100 69 4.200 
Boone 4,000 57 2,260 Madison 2,100 52 1,090 Colusa 3,300 67 2,200 
38,250 Marion 1,300 50 650 Contra 
10,990 | Bradley 3,400 56 1,910 | Miller 10,600 81 8,590 Costa 108,800 89 96,630 
2,390 | Calhoun 1,400 56 790 | Mississippi 17,800 73 13,070 | Del Norte 5,700 55 3,140 
2.560 | Carroll 3,200 52 1,660 | Monroe 4,700 62 2,930 | Eldorado 6,500 66 4,290 
3,990 Chicot 5,400 60 3,230 Mont- Fresno 102,900 83 85,710 
Clark 5,300 61 3,210 | gomery 1,200 55 660 
2,840 Nevada 2,800 61 1,700 | Glenn 4,700 66 3,110 
Mee Clay 5,600 57 3,180 Humboldt 32,000 80 25,710 
6360 | Cleburne 2,000 46 910 | Newton 1,400 52 730 | Imperial 19,000 69 13,140 
2589 | Cleveland 1,600 56 900 | Ouachita 10,600 60 6,380 | Inyo 4,500 48 2,170 
' Columbia 6,800 60 4,060 | Perry 900 66 590 | Kern 82,500 85 69,960 
Conway 3,600 60 2,170 | Phillips 12,800 63 8,090 
ee Pike 1,800 54 980 | Kings 13,900 87 12,030 
18.650 | Craighead 13,200 76 10,060 Lake 3,900 66 2,580 
12.449 | Crawford 5,900 54 3,210 | Poinsett 6,900 72 4,990 | Lassen 5,100 49 2,510 
11599 | Crittenden 13,700 72 9,820 | Polk 3,100 55 1,690 | Los An- _ 4 
2 Cross 5,800 64 3,710 Pope 5,200 53 2,770 geles 1,957,000 91 1,773,850 
Dallas 2,900 61 1,760 | Prairie 2,700 69 1,860 | Madera 11,400 85 9,740 
2,240 Pulaski 77,100 78 59,840 
1,960 | Desha 6,000 55 3,300 Marin 39,200 86 33,560 
Drew 3,700 58 2,150 | Randolph 2,900 53 1,550 | Mariposa 1,300 66 860 
254,950 | Faulkner 5,900 63 3,690 | St. Francis 9,000 68 6,090 | Mendocino 17,300 59 10,190 
Franklin 2,400 53 1,260 | Saline 7,000 65 4,550 | Merced 25,200 79 19,910 
2,280 | Fulton 1,600 54 860 | Scott 1,400 52 7 Modoc 2,700 49 1,330 
7,420 Garland 15.500 7 11,160 Searcy 2,300 49 1,130 
3,840 Grant 2,200 58 1,280 Sebastian 21,400 81 17,230 Mono 800 65 520 











Represented by: 
Avery-Knodel, Inc. 


John H. Fugate, Gen. Mgr. 
310 W. 3rd St., Little Rock, Ark. STUDIOS IN 
Telephone FRanklin 4-169! PINE BLUFF LITTLE ROCK 


Right now is none too soon.... 


.... in fact, right now would be a mighty good time to see that you have choice 
availabilities reserved in the MGM Feature Movies which will begin on KATV Septem- 
ber 5th. A brand new time slot for movies in this market, 10:00 PM every night, 
plus the best MGM Features of all time; will add up to real audience for you. You'll 
be happy with the costs, too. 


Check Avery-Knodel or call direct. 


Channel 7 
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LOOK AT YOUR CALIFORNIA NCS 3 








SECOND LOWEST 
COST-PER-THOUSAND 

OF ANY TELEVISION 
STATION IN CALIFORNIA* 


*Hour, 30-minute and one-minute spot announcement rates for 7:30-9:30 P.M.., 
based on NCS 3, ARB Metropolitan Area Reports and published rate cards. (Formula 
identical for all stations.) 






Nighttime viewer homes (NCS 3) ...... 136,450 
Average ARB rating KSBW-TV ......... 42.0 
Average ARB rating KSBY-TV .......... 36.2 
C-P-M per "AA" minute ............... $1.86 


KSBW-TV KSBY-TV 


Salinas-Monterey San Luis Obispo 





THE GOLD COAST STATIONS 





THEN TAKE A GOOD LOOK AT THIS MARKET 


Los Gatos 
@ Coyote 
CLARA 


@ Modrone 


. Big Bosin 


SANTA 


- ge Non 


‘ ty 


New Almoser 
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NCS #3 SHOWS: 
WTVJ Is 
FLORIDA’S *1 
STATION! 





WTVJ’s Total* Coverage 
Proved Again! 


Startling results of NCS #3: 


Among all Florida TV 

Stations WTVJ is 
@ first in monthly coverage 
@ first in weekly coverage 
@ first in daytime circulation, weekly 
@ first in daytime circulation, daily 
@ first in nighttime circulation, weekly 
@ first in nighttime circulation, daily 

See your PGW colonel for all the facts 


that prove Total* Coverage makes 
WTVJ your first Florida TV buy! 


*Dictionary defines TOTAL as 
“whole, amount, complete, entire.” 


WTVs - MIAMI 


CHANNEL 4 


Represented by Peters, Griffin, Woodward 


September 22, 1958, Tv Homes Section, Television Age 


Tota. 


State and House- 
County holds 
Monterey 55.300 
Napa 18,500 
Nevada 6,200 
Orange 174,400 
Placer 15,200 
Plumas 3,600 
Riverside 88,200 
Sacra- 

mento 135.100 
San Benito 4,200 
San Ber- 


nardino 143,500 
San Diego 300,900 


San Fran- 

cisco 285,000 
San 

Joaquin 71,400 
San Luis 

Obispo 21,100 
San 

Mateo 124,900 
Santa 

Barbara 37,100 
Santa 

Clara 163,500 
Santa Cruz 28,500 
Shasta 18,400 
Sierra 600 
Siskiyou 9,200 
Solano 40,500 
Sonoma 46,800 
Stanislaus 46,200 
Sutter 9,500 
Tehama 7,000 
Trinity 2,700 
Tulare 43,800 
Tuolumne ‘5,200 
Ventura 48.700 
Yolo 17,000 
Yuba 8,700 
Colorado 508,100 
Adams 20,900 
Alamosa 3,000 
Arapahoe 26,100 
Archuleta 600 
Baca 2,600 
Bent 2,300 
Boulder 16,900 
Chaffee 2,200 
Cheyenne 1,200 
Clear Creek 1,100 
Conejos 2,500 
Costilla 1,200 
Crowley 1,400 
Custer 400 
Delta 5,500 
Denver 170,600 
Dolores 500 
Douglas 1,000 
Eagle 1,300 
Elbert 1,100 
El Paso 40,100 
Fremont 5,300 
Garfield 3,800 
Gilpin 200 
Grand 1,200 
Gunnison 1,800 
Hinsdale 100 
Huerfano 2,900 
Jackson 700 
Jefferson 29,000 
Kiowa 900 
Kit Carson 2,800 
Lake 2,000 
La Plata 4,800 
Larimer 15,500 
Las Animas 8,000 
Lincoln 1,900 
Logan 5,900 
Mesa 15,400 
Mineral 200 
Moffat 1,900 
Montezuma _ 3,000 
Montrose 4,800 
Morgan 5,900 


1V Households 
% No. 
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46,110 
12,210 


156,480 
11,940 
2,340 
71,930 
117, 
3.020 
123.180 
267,580 
250,559 
61,010 


15,130 


112,070 
30,780 


141,970 


o $880 EB 
& e823 88 


YEE wean 8 
BRE Sees 


8 
@ 
¥ 
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yr » Bee 
& 232e8 


ar 
i 

or 

Zea 


710 


1,140 
12/980 


3,740 
1,130 
4,120 
10,660 


750 
1,370 
2,480 
4,290 





Total 


State and House- 
County holds 
Otero 8,100 
Ouray 600 
Park 500 
Phillips 1,300 
Pitkin 500 
Prowers 5,000 
Pueblo 31.500 
Rio Blanco 1,700 
Rio Grande 3,200 
Routt 2,700 
Saguache 1,300 
San Juan 400 
San Miguel 700 
Sedgwick 1,600 
Summit 400 
Teller 700 
Washington 2,400 
Weld 21.600 
Yuma 3.400 
Conn. 692,600 
Fairfield 177,500 
Hartford 187,100 
Litchfield 34,400 
Middlesex 22,400 
New 

Haven 184,500 
New 

London 49.800 
Tolland 15.700 
Windham 21,200 
Delaware 120,100 
Kent 17,000 
New Castle 79,300 
Sussex 23.800 
Dist. of 

Col. 246.800 

Dist. of 

Col. 246,800 


Florida 1.226.700 


Alachua 
Baker 
Bay 
Bradford 
Brevard 


Broward 
Calhoun 
Charlotte 
Citrus 
Clay 


Collier 
Columbia 
Dade 

De Soto 
Dixie 


Duval 
Escambia 
Flagler 
Franklin 
Gadsden 


Gilchrist 
Glades 
Gulf 
Hamilton 
Hardee 


Hendry 
Hernando 
Highlands 
Hills- 
borough 
Holmes 


Indian 
River 
Jackson 
Jefferson 
Lafayette 
Lake 


Lee 
Leon 
Levy 
Liberty 
Madison 
Manatee 


47,600 
1,400 
16,200 
2,800 
21,700 


74,400 
1,800 
1,900 
1,600 
4.600 


4.100 
5,200 
248,000 
2,400 
900 


118,700 
43,300 
1,300 
1,500 
8,400 


600 
700 
2,700 
2,200 
3,400 


1,800 
2,500 
4,900 


103,800 
2,800 


5,100 
8,600 
2,400 
700 
13,900 


11,400 
15,700 
2,600 
600 
3,400 
15,100 


1 


I 
a 
‘0 


67 


44 


90 
90 


90 


91 


” Households 


vO. 


5,280 
310 


400 


1,610 
19,080 
1,500 


627,930 


161,030 
169,420 
31,200 
20,300 


167,720 


44,910 
14,180 
19,170 


108,030 


15,050 
71,830 
21,150 


221,500 
221,500 
946,380 


10,950 
1,060 
11,500 
2,100 
14,690 


65,080 
1,000 


2,780 
4,270 
1,190 


9,300 
7,550 
7,410 
1,340 


1,700 
11,340 


Total 


State and House- 
County holds 
Marion 13,800 
Martin 3,800 
Monroe 14,600 
Nassau 3,900 
Okaloosa 12,500 
Okeechobee 1,200 
Orange 66,600 
Osceola 4,900 
Palm 

Beach 57,500 
Pasco 8,100 
Pinellas 95,100 
Polk 48,300 
Putnam 9,100 
St. Johns 9,300 
St. Lucie 8,500 
Santa Rosa 5,800 
Sarasota 17,800 
Seminole 10,800 
Sumter 2,900 
Suwannee 3,800 
Taylor 3,600 
Union 900 
Volusia 33,600 
Wakulla 1,200 
Walton 3,700 


Washington 2,700 


Georgia 998,100 


Appling 3,000 
Atkinson 1,700 
Bacon 2,200 
Baker 1,100 
Baldwin 5,600 
Banks 1,400 
Barrow 3,400 
Bartow 7,000 
Ben Hill 3,800 
Berrien 3,000 
Bibb 39,800 
Bleckley 2,100 
Brantley 1,400 
Brooks 3,600 
Bryan 1,400 
Bulloch 5,600 
Burke 5,400 
Butts 2,200 
Calhoun 2,000 
Camden 2,400 
Candler 1,800 
Carroll 8,500 
Catoosa 4,500 
Chariton 1,100 
Chatham 51,300 
Chatta- 

hoochee 1,800 
Chattooga 5,400 
Cherokee 5,200 
Clarke 11,200 
Clay 1,300 
Clayton 8,100 
Clinch 1,500 
Cobb 26,200 
Coffee 6,100 
Colquitt 9,300 
Columbia 2,200 
Cook 2,900 
Coweta 7,800 
Crawford 1,200 
Crisp 4,800 
Dade 1,700 
Dawson 700 
Decatur 7,700 
De Kalb 56,200 
Dodge 3,800 
Dooly 3,100 
Dougherty 16,200 
Douglas 3,100 
Early 4,000 
Echols 500 
Effingham 200 


2 
Elbert 4,300 
Emanuel 4,200 
Evans 1,400 
Fannin 3,500 





1V Househoig, 
y 


% No. 
59 8,180 
55 2,080 
70 10,220 
77 2,990 
63 7 
6s gD 
82 54,700 
63 3,070 
82 47,250 
55 4,470 
81 77,150 
73 35,390 
7 6,120 
73 6,760 
55 4,650 
63 3,670 
60 10,720 
59 6,320 
55 1,590 
58 2,210 
50 1,800 
7 680) 
59 19,840 
39 470 
49 1,810 
44 1,190 
74 743,320 
49 1,480 
50 850 
69 1,510 
49 540 
56 3,120 
70 980 
71 2,410 
86 6,020 
49 1,880 
50 1,510 
74 29,560 
60 1,270 
51 72 
41 1,470 
58 810 
54 3,030 
54 2,900 
77 1,69 
50 1,000 
7 1,610 
53 0 
84 7,140 
76 3,440 
67 740 
83 42,640 
69 1,250 
75 4,030 
80 4,140 
72 8,030 
56 TH 
88 7,190 
54 810 
90 23,570 
50 3,070 
57 5,340 
75 1,650 
41 1,180 
72 5,620 
62 740 
61 2,910 
75 1,270 
79 550 
46 3,560 
89 49,980 
61 2,310 
61 1,880 
73 11,730 
85 2,630 
46 1,850 
54 20 
54 1,19 
70 3,020 
48 2,000 
58 810 
57 2,000 
















ears 
older... 


NCS *3 SHOWS PERCENT 
INCREASE IN TELEVISION 
HOMES FOR KLZ-TV 


NATIONAL AVERAGE INCREASE 
ONLY PERCENT 


KLZ-TV HAS LARGEST DAILY 
— DAYTIME CIRCULATION — 
OF ANY DENVER STATION 


KLZ-TV HAS LARGEST DAILY 
— NIGHTTIME CIRCULATION — 


OF ANY DENVER STATION NCS fi 0. 3 


KLZ-TV NOW SELLING A 
41 PERCENT LARGER AUDIENCE 
IN THIS RICH BOOMING ROCKY 


# MOUNTAIN MARKET 
NCS no. 
fo 


©) 


CBS IN DENVER 


a 


Nn Go 


a 2 "fiji e), | 


red at-Talal al 


Represented by KATZ Agency 


September 22, 1958, Tv Homes Section, Television 








GEORGIA’S 
SECOND 








MARKET 


According to 


NCS 3 


WJBF, Augusta serves 220,130 
homes. 


WJBF,, with its 1292 foot tower 
and maximum power on low band 
Channel 6 serves more tv homes 


than the leading station in the fol- 
lowing markets: 


Orlando, Florida 
Columbia, South Carolina 
Montgomery, Alabama 
Charleston, South Carolina 


Hollingbery can give you all the details. 


qc 
(WIBFE 
AUGUSTA 
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Total 


State and House- 
County holds 

Fayette 1,900 
Floyd 18,700 
Forsyth 2,700 
Franklin 3,100 
Fulton 158,400 
Gilmer 2,200 
Glascock 600 
Glynn 11,100 
Gordon 4,700 
Grady 4,600 
Greene 2,900 
Gwinnett 8,500 


Habersham 4,200 
Hall 
Hancock 


Haralson 
Harris 
Hart 
Heard 
Henry 


See SSE88 S8E88 Ese Ss 


Houston 
Irwin 
Jackson 
Jasper 
Jeff Davis 


Jefferson 
Jenkins 
Johnson 
Jones 
Lamar 


NRHP HPA WH wh w wh 


Lanier 
Laurens 
Lee 
Liberty 
Lincoln 


HoH nt 


Long 
Lowndes 
Lumpkin 
Mc Duffie 
Mc Intosh 


ray 
+ 99 + Go 


< 
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Macon 
Madison 
Marion 
Meriwether 
Miller 


NUT bo oo 


Mitchell 
Monroe 
Mont- 
gomery 
Morgan 
Murray 


YH wU 


Muscogee 4 
Newton 
Oconee 
Oglethorpe 
Paulding 


Nyrur 


Peach 
Pickens 
Pierce 
Pike 
Polk 


OF Dt we 


Pulaski 
Putnam 
Quitman 
Rabun 
Randolph 


PEELE 


Richmond 44,600 


Rockdale 2,200 
Schley 800 
Screven 4,100 
Seminole 1,900 
Spalding 8,800 
Stephens 4,900 
Stewart 2,100 
Sumter 6,200 
Talbot 1,800 
Taliaferro 900 
Tattnall 3,400 
Taylor 2,100 
Telfair 2,600 
Terrell 2,900 
Thomas 9.200 
Tift 6,600 
Toombs 4,200 


7V Households 
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14.540 
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Total 

State and House. 
County holds 
Towns 1,000 
Treutilen 1,400 
Troup 14,300 
Turner 2,500 
Twiggs 1,700 
Union 1,700 
Upson 7,000 
Walker 11,800 
Walton 4,900 
Ware 9,000 
Warren 2,000 
Washington 4,600 
Wayne 3,500 
Webster 800 
Wheeler 1,400 
White 1,400 
Whitfield 10,300 
Wilcox 2,100 
Wilkes 2.700 
Wilkinson 2.200 
Worth 4,200 
Idaho 182,600 
Ada 25,400 
Adams 900 
Bannock 12,600 
Bear Lake 1,700 
Benewah 1,400 
Bingham 7,000 
Blaine 1,400 
Boise 600 
Bonner 4,300 
Bonneville 10,800 
Boundary 1,600 
Butte 800 
Camas 300 
Canyon 17,900 
Caribou 2,100 
Cassia 3,900 
Clark 200 
, Clearwater 2.100 
Custer 900 
Elmore 3,300 
Franklin 2,400 
Fremont 2,200 
Gem 2,400 
Gooding 3,200 
Idaho 3,100 
Jefferson 2,500 
Jerome 3,500 
Kootenai 8,800 
Latah 6,900 
Lemhi 1,800 
Lewis 1,200 
Lincoln 1,100 
Madison 2,300 
Minidoka 2,300 
Nez Perce 7,500 
Oneida 900 
Owyhee 1,700 
Payette 3,700 
Power 800 
Shoshone 6,700 
Teton 700 
Twin Falls 13,900 
Valley 1,100 
Washington 2,700 
Illinois 2,992,800 
Adams 21,300 
Alexander 6,700 
Bond 4,100 
Boone 5,400 
Brown 2,100 
Bureau 13,400 
Calhoun 2,000 
Carroll 6,200 
Cass 4,000 
Champaign 33,400 
Christian 12,500 
Clark 5,500 
Clay 5,700 
Clinton 6,400 
Coles 13,500 


57 
48 


61 


- TV Households 
% : 


No. 
570 
670 


10,960 
1,260 
880 


970 
4,660 


1,820 


11,870 
1,740 


3,460 
29,650 


10,880 
4,490 
4,070 
5,680 

11,300 








Total 
State and House- 
County holds 
Cook 1,550,600 
Crawford 6,800 


Cumberland 2,800 


De Kalb 16,200 
De Witt 5,600 
Douglas 5,500 
Du Page 73,600 
Edgar 7,700 
Edwards 2,800 
Effingham 6,600 
Fayette 7,100 
Ford 4,900 
Franklin 14,600 
Fulton 15,800 
Gallatin 2,200 
Greene 6,000 
Grundy 7,600 
Hamilton 3,600 
Hancock 8,900 
Hardin 2,000 
Henderson 2,400 
Henry 15,700 
Iroquois 10,300 
Jackson 12,700 
Jasper 4,200 
Jefferson 11,500 
Jersey 4,600 
Jo Daviess 6,500 
Johnson 2,500 
Kane 51,500 
Kankakee 22,100 
Kendall 3,900 
Knox 18,800 
Lake 72,400 
La Salle 32,400 
Lawrence 6,200 
Lee 10,300 
Livingston 11,300 
Logan 8,600 
Mc Donough 9,600 
Mc Henry 18,800 
Mc Lean 28,100 
Macon 36,100 
Macoupin 14,000 
Madison 68,000 
Marion 13,400 
Marshall 4,200 
Mason 5,200 
Massac 5,900 
Menard 2,700 
Mercer 5,800 
Monroe 4,200 
Mont- 

gomery 10,000 
Morgan 10,400 
Moultrie 4,200 
Ogle 11,000 
Peoria 59,900 
Perry 6,200 
Piatt 4,400 
Pike 6,800 
Pope 1,500 
Pulaski 3,800 
Putnam 1,200 
Randolph 8,500 
Richland 5,800 
Rock 

Island 46,600 
St. Clair 72,700 
Saline 9,200 
Sangamon 45,600 
Schuyler 2,900 
Scott 2,100 
Shelby 7,800 
Stark 2,400 
Stephenson 15,400 
Tazewell 27,400 
Union 5,400 
Vermilion 29,500 
Wabash 4,500 
Warren 8,200 


Washington 4,400 


6,000 


Wayne 


iv Households 
% No. 
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1,420,220 
5,570 


2,280 
14,680 
4,680 


4,510 
67,430 
6,310 
2.050 
5,460 


5,870 
4,270 
11,300 
14,010 
1,570 


5,190 
6,810 
2,550 
7,480 
1, 


2,130 
14,440 















In all satellite counties covered... 
WFBM-TYV sells to widest audience potential! 


First by a good margin, WFBM-TV dominates all 
other stations in Mid-Indiana both in total coverage 
and market penetration — map shows county percentages 
measured by Nielsen Coverage Study No. 3, Spring 1958. 


where else... 

—will you find satellite markets that are 33% richer 
and 50% bigger than the metropolitan trading zone 
itself ? 

— does a central market exert such an economic pull on 
sO many specific areas that are retail trading centers 
in their own right ? 

—do you find such a widespread marketing area covered 
from one central point . . . and by WFBM-TV! 


—can you buy just one station with no overlapping 
penetration by basic affiliates of the same network ? 


only here —where WFBM-TV is first in Mid- 
Indiana— can you buy more honest market penetration, 
more consumer influence, for fewer dollars expended 
than anywhere else. Now it will pay you to take another 
longer, better look! We are proud of our current ARB. 


The Nation’s 13th Television Market 


...with the only basic NBC coverage 
of 760,000 TV set owning families. 


td .* ° . . . 
"@:: Indianapolis itself — Major retail 
area for 18 richer-than-average counties. 1,000,000 pop- 
ulation — 350,600 families with 90% television ownership! 


SOF 11 saveti 
*e m qi Satellites —Each a recognized 
marketing area—and well within WFBM-TV’s basic 
area of influence. Includes Marion + Anderson - 
Muncie - Bloomington + Vincennes - Terre Haute 
* Danville, Illinois --Lafayette - Peru + Logansport 
« Kokomo. 


Represented Nationally by the KATZ Agency 


“ cHanne. & ts 


7 WFBM tv 


FN’YDIANAPOLIS 


BASIC NBC- 
TV AFFILIATE 


September 22, 1958, Tv Homes Section, Television Age 
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357,400* 
TV HOMES 


THE 


BIG 
HALF 


IOWA 


WATERLOO 
AND 
CEDAR RAPIDS 


ALAAAA 
5 ile i le i 


OWZ-<-+. r-Ssx 









More than 
Des Moines 
Denver 
Durham-Raleigh 
Hartford-New Britain 
Hutchinson- Wichita 
Jacksonville 
Knoxville 
Portland, Me. 
Sacramento 
Tulsa 

*TV Magazine, August, 1958 


HS 000-<4.42¢ 


EASTERN IOWA'S 


TOWER FARM 


Located midway 
between Waterloo and 
Cedar Rapids 










KWWL-TV 


" WATERLOO, IOWA 
I 
NBC — 316,000 watts — Ch. 7 


AVERY-KNODEL 
National Representative 
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Total 
State and House- 
County holds 
White wv, 400 
Whiteside 16,900 
will 47,400 


Williamson 15,800 


Winnebago 58,600 
Woodford 6,900 


Indiana 1,376,000 


Adams 6,700 
Allen 69,300 
Barthol- 

omew 13,600 
Benton 3,300 
Blackford 4,300 
Boone 8,800 
Brown 1,600 
Carroll 5,300 
Cass 12,100 
Clark 17,500 
Clay 8,200 
Clinton 10,500 
Crawford 2,400 
Daviess 8,200 
Dearborn 8,300 
Decatur 5,700 
Dekalb 9,000 
Delaware 33,900 
Dubois 7,000 
Elkhart 30,800 
Fayette 7,900 
Floyd 16,000 
Fountain 6,000 
Franklin 4,700 
Fulton 5,100 
Gibson 10,200 
Grant 22,700 
Greene 8,800 
Hamilton 10,400 
Hancock 8,000 


Harrison 5,300 
Hendricks 10,400 
Henry 15,600 
Howard 19,600 
Hunt- 

ington 10,900 


Jackson 9,000 
Jasper 5,300 
Jay 7,400 
Jefferson 6,7! 

Jennings 4,600 


Johnson 11,600 
Knox 13,500 
Kosciusko 12,100 
Lagrange 4,400 
Lake 137,800 


La Porte 26,900 
Lawrence 11,200 
Madison 38,000 
Marion 202,900 
Marshall 9,700 


Martin 3,200 
Miami 10,800 
Monroe 15,000 
Mont- 

gomery 10,200 
Morgan 10,100 


Newton 3,400 
Noble 8,500 
Ohio 1,100 
Orange 5,100 
Owen 3,400 
Parke 4,700 
Perry 5,300 
Pike 4,400 
Porter 14,800 
Posey 5,900 
Pulaski 3,900 
Putnam 7,700 
Randolph 9,400 
Ripley 6,400 
Rush 6,400 


St. Joseph 71,700 
Scott 4,600 
Shelby 10,400 


TV Households 
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Total 


State and House- 
County holds 

Spencer 4,500 
Starke 5,700 


Steuben 5,200 
Sullivan 6,800 
Switzerland 2,200 


Tippe- 

canoe 24,500 
Tipton 4,900 
Union 1,700 
Vander- 


burgh 57,100 
Vermillion 5,800 
Vigo 34,600 
Wabash 9,800 


Warren 2,600 
Warrick 7,400 
Washington 5,300 


Wayne 23,400 
Wells 6,300 
White 6,000 
Whitley 6,600 
lowa 834,000 
Adair 3,600 
Adams 2,400 


Allamakee 4,500 
Appanoose 6,000 
Audubon 3,400 


Benton 7,000 
Black 

Hawk 35,500 
Boone 7,900 
Bremer 5,600 
Buchanan 5,900 
Buena 

Vista 7,100 
Butler 5,300 
Calhoun 5,100 
Carroll 6,400 
Cass 6,100 
Cedar 5,600 
Cerro 


Gordo 16,300 
Cherokee 5,100 
Chickasaw 4,300 


Clarke 3,000 
Clay 6,200 
Clayton 6,200 
Clinton 17,200 
Crawford 5,400 
Dallas 7,500 
Davis 2,900 
Decatur 3,600 


Delaware 5,000 
Des Moines 15,300 
Dickinson 3,900 


Dubuque 
Emmet 
Fayette 
Floyd 
Franklin 


Fremont 
Greene 
Grundy 
Guthrie 
Hamilton 


a > > im aaa 8 


Hancock 
Hardin 
Harrison 
Henry 
Howard 
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Humboldt 
Ida 

Iowa 
Jackson 
Jasper 
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Jefferson 
Johnson 1 
Jones 
Keokuk 
Kossuth 


Lee 
Linn 
Louisa 
Lucas 
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Total 
State and House- 
County holds 
Lyon 4,100 


Madison 3,900 
Mahaska 7,900 
Marion 
Marshall 1 
Mills 


7 
1 
3 
Mitchell 4 
Monona 4 
Monroe 2 
Mont- 

gomery 5, 
Muscatine 10. 
Obrien 5 
Osceola 2. 
Page 7 
Palo Alto 4 
Plymouth 7 


Pocahontas 
Polk 
Pottawat- 
tamie 
Poweshiek 
Ringgold 


Sac 
Scott 
Shelby 
Sioux 
Story 
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Taylor 

Union 

Van Buren 
Wapello 1 
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Warren 5,300 
Washington 6,300 
7 


Webster 13,800 
Winnebago 3,800 


Winneshiek 6,400 
Woodbury 36,000 


Worth 3,200 
Wright 6,200 
Kansas 673,400 
Allen 5,400 
Anderson 3,000 
Atchison 6,400 
Barber 2,800 
Barton 10,800 
Bourbon 6,000 
Brown 4,900 
Butler 12,400 
Chase 1,400 
Chautauqua 2,100 


Cherokee 7,600 
Cheyenne 1,400 


Clark 1,100 
Clay 3,600 
Cloud 4,900 
Coffey 2,600 
Comanche 1,000 
Cowley 12,400 
Crawford 14,000 
Decatur 2,000 
Dickinson 7,300 
Doniphan 3,300 
Douglas 9,700 
Edwards 1,800 
Elk 1,900 
Ellis 5,200 
Ellsworth 2,600 
Finney 4,300 
Ford 6,300 
Franklin 6,600 
Geary 7,100 
Gove 1,000 
Graham 1,300 
Grant 1,400 
Gray 1,200 
Greeley 600 
Greenwood 3,700 
Hamilton 800 
Harper 3,000 
Harvey 7,800 
Haskell 700 
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3,730 


3,460 
5,930 
6,710 
10,990 
2,980 


3,290 
4,600 
2,010 


4,710 
5,090 
2,530 
13,180 
3,040 


4,360 
34,540 
2,640 
5,310 


530,800 


3,670 
1,830 
5,480 
2,020 
9,990 


4,080 
3,690 
10,030 
990 
1,250 


6,130 
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Total 
State and House- 
County holds 
Hodgeman 
Jackson 3,300 
Jefferson 3,600 
Jewell 2,600 


8 


Johnson 4 
Kearny 
Kingman 
Kiowa 
Labette 


BeeE g SSee8 


Lane 
Leaven- 
worth 
Lincoln 
Linn 
Logan 


ND et 


Lyon 

Mc Pherson 
Marion 
Marshall 
Meade 


OO Ad 


Miami 
Mitchell 
Mont- 
gomery 1 
Morris 
Morton 


HD NH 


Nemaha 
Neosho 
Ness 
Norton 
Osage 


PDH 


Osborne 
Ottawa 
Pawnee 
Phillips 
Pottawa- 
tomie 
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Pratt 
Rawlins 
Reno 
Republic 
Rice 
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Riley 

Rooks 

Rush 

Russell 
Saline 1 


i Odd bo =I 


Shawnee 42,100 
Sheridan 1,100 


Sherman 1,800 
Smith 2,600 
Stafford 2,300 
Stanton 600 
Stevens 1,200 
Sumner 8,900 
Thomas 2,200 
Trego 1,500 
Wabaunsee 2,200 
Wallace 700 
Washington 3,700 
Wichita 700 
Wilson 4,700 


Woodson 2,000 
Wyandotte 62,800 


Kentucky 831,500 


Adair 3,500 
Allen 3,400 
Anderson 2,400 
Ballard 4,100 
Barren 8,400 
Bath 2,500 
Bell 8,700 
Boone 5,500 
Bourbon 4,900 
Boyd 15,500 
Boyle 5,500 
Bracken 2,200 
Breathitt 3,500 
Breckin- 

ridge 3,800 
Bullitt 4,200 
Butler 2,200 





TV Household 
N 


% 0 
wh) 700 
75 2,490 
5 2,700 
54 1,410 
94 37,720 
43 390 
72 2,380 
72 1,010 
63 5,960 
49 440 
bee 10,580 
65 1,230 
78 2,260 
39 430 
62 4,870 
77 5,750 
71 3,570 
58 3,090 
61 970 
78 4,810 
D4 1,510 
75 12,530 
71 1,780 
35 350 
75 3,010 
70 4,650 
48 820 
54 1,460 
80 3,500 
58 1,400 
61 1,480 
78 2,190 
59 1,990 
59 2,170 
72 2,820 
39 590 
93 18,280 
61 2,130 
77 3,610 
61 4,330 
59 1,760 
70 1,400 
70 2,650 
74 10,540 
48 620 
93 98,880 
43 1,670 
93 39,310 
54 590 
41 740 
58 1,520 
78 1,790 
35 210 
35 420 
72 6,410 
39 860 
49 740 
63 1,380 
41 290 
61 2,250 
40 280 
70 3,310 
61 1,220 
94 59,340 
70 584,090 
57 1,980 
4 1,830 
68 1,640 
55 2,240 
54 4,530 
47 1,170 
58 5,020 
88 4,830 
61 3,000 
91 14,130 
59 3,260 
80 1,770 
45 1,570 
74 2,820 
89 3,730 
1,120 


DAVENPORT, IOWA - ROCK ISLAND, ILLINOIS 


47th TV MARKET IN THE US. 





As Reported in TELEVISION AGE, May 19, 1958 
41 Albany-Schenectady-Troy 46 Omaha 


42 Nashville 47 Davenport-Rock Island 


43 Champaign 48 Binghamton 


44 Miami 49 Raleigh-Durham 
45 Sacramento-Stockton 50 Asheville 


WOC-TV is No. 1 in coverage 


in all of lowa and Illinois 
(Chicago excepted) 





















































NCS No. 2 
% 
‘ 
1OWA " 
WISCONSIN 
48 COUNTIES ht a 
Population* 1,727,100 eeteae: Leteyete : OREENs 
Homes 556,500 ra 
TV Homes 469,890 Rea + 5 Ovenere )ousuoue = STEPHEN 
vi 
Farm Homes** 97,101 ° = 
TV Farm Homes** PERE Ree eee Se mS 
Effective Buying Income* $2,852,363,000 BoP te 
Retail Sales* $2,076,120,000 
CEDAR wei TE $1 0€ eet 
own JONSON 
scotr 
MUSCATINE 
KEOKUK+ — 1SLANO MENAY aneey Lasauce 
Lovee Merce 








*Sales Management's “Survey of Buy- 
ing Power, 1958” % Stora 
**U. S. Census of Agriculture, 1954 
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"NOK 
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* FULTON 
Hon och . 


Ernest C. Sanders ILLINOIS 
Resident Manager 


Mark Wodlinger 
Sales Manager 


Peters, Griffin, Woodward, 
Inc., Exclusive National 
Representatives 


Col. B. J. Palmer 
President 





WOC-TV Davenport, lowa is part of Central 
Broadcasting Company which also owns and 
operates WHO-TV and WHO-Radio 
in Des Moines 


THE QUINT CITIES 


DAVENPORT | iowa 
BETTENDORFE | 


ROCK ISLAND } 
MOLINE ( ILL 
EAST MOLINE 











The most fabulous city in the world — never before filmed 
for local market television! 


Now—-NEW YORK CONFIDENTIAL 


— produced on location for your own local 
market's first run entertainment! 


39 original gripping stories of haunts and highspots! Teeming 
Times Square! Chinatown! The Bowery! The drama of 
the throbbing city! 





' 


FIDENTIAL 


oe oy | — a VX OD 4 


FCM ala ot-leol-lamerel i isalalt-jm-laleMmal-lag-liels 






TODAY...STEP INTO THE TPA SALES-ACTION SCENE! \ 


Over 100 markets already in the NEW YORK CONFIDENTIAL sales | 
records! More sales being racked up daily as D-X Sunray Oil Com- 
pany’s smash premiere in over 50 Midwestern markets proves its 
tremendous promotional and audience-building opportunities. 
NEW YORK CONFIDENTIAL ’s series-on-location-camera focuses on 
America’s most fabulous and fascinating city, a town everyone wants 
to know inside out—and will, through NEW YORK CONFIDENTIAL! 


; Don't wait! Choice markets still available right now! Write, wire or phone collect 
Michael M. Sillerman, Exec. V.P., TPA, today for yours. 








TELEVISION PROGRAMS OF AMERICA, INC: 


488 Madison Avenue « N. Y.22 * Plaza S5-2100 





\ 
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Here are the NCS #3 ratings: 


Total Homes in Area 
KTBS-TV . 369,300 
Sta. B 321,400 
Total TV Homes in Area 
KTBS-TV 249,780 
Sta. B 221,420 
Monthly Coverage 
KTBS-TV 199,470 
Sta. B 179,680 
uw eekly Coverage 
KTBS-TV . 193,970 
Sta. B 175,150 
Weekly Daytime Circulation 
KTBS-TV 169,320 
Sta. B 154,500 
Daily Daytime Circulation 
KTBS-TV 121,010 
Sta. B 113,900 
Weekly Nighttime Circulation 
KTBS-TV . 192,080 
Sta. B 173,240 
Daily Nighttime Circulation 
KTBS-TV 150,130 
Sta. B 140.850 


Specify KTBS-TV with dominant 
Nielsen and dominant ARB... the 
best buy in Shreveport! See your 


Petry man. 


KTBS-TV 


SHREVEPORT, LOUISIANA 


E. Newton Wray 


NBC 
ABC 





Pres. & Gen 


Mgr. 





1958, Tv Homes Section, Television Age 





State and 


House- 
County holds 
| Caldwell 3,500 
| Calloway 5,800 
|Campbell 28,000 
Carlisle 1,700 
Carroll 2,700 
Carter 4,800 
Casey 3,600 
Christian 17,400 
Clark 5,300 
Clay 3,700 
Clinton 2,000 
Crittenden 2,700 
Cumberland 2,500 
Daviess 19,900 
Edmonson 1,700 
Elliott 1,300 
Estill 3,100 
Fayette 34,900 
Fleming 2,500 
Floyd 9,300 
| Franklin 8,200 
Fulton 3,100 
Gallatin 1,000 
Garrard 2,900 
Grant 2,800 
Graves 10,900 
Grayson 4,300 
Green 3,000 
Greenup 6,900 
Hancock 1,400 
Hardin 13,900 
Harlan 14,100 
Harrison 4,200 
Hart 3,800 
Henderson 11,400 
Henry 2,900 
Hickman 2,000 
Hopkins 12,100 
Jackson 2,700 
Jefferson 178,300 
Jessamine 3,600 
Johnson 4,700 
Kenton 40,300 
Knott 3,100 
Knox 6,100 
Larue 2,700 
Laurel 6,200 
Lawrence 3,100 
Lee 1,800 
Leslie 2,900 
Letcher 6,500 
Lewis 2,800 
Lincoln 4,400 
Livingston 1,800 
Logan 5,700 
Lyon 1,600 
Mc Cracken 22,100 
Mc Creary 2,900 
Mc Lean 2,500 
Madison 9,100 
Magoffin 2,100 
Marion 3,800 
Marshall 5,600 
Martin 1,800 
Mason 5,500 
Meade 2,000 
Menifee 700 
Mercer 4,300 
Metcalfe 2,200 
Monroe 3,000 
Mont- 
gomery 2,600 
Morgan 2,600 
Muhlen- 
berg 7,600 
Nelson 4,900 
Nicholas 2,000 
Ohio 4,700 
Oldham 3,000 
Owen 2,600 
Owsley 1,400 
Pendleton 2,900 
Perry 8,200 
Pike 15,600 
~owell 1,500 


TV Households 
No. 


S2BS8 ASZas 


BRGY 
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1,070 





Total 
Staite and House- 
County holds 
Pulaski 8,600 
Robertson 500 
Rockcastle 2,700 
Rowan 2,500 
Russell 2,600 
Scott 3,900 
Shelby 5,300 
Simpson 2,800 
Spencer 1,500 
Taylor 4,100 
Todd 3,300 
Trigg 2,200 
Trimble 1,400 
Union 4,100 
Warren 13,000 
Washington 2,900 
Wayne 3,500 
Webster 4,500 
Whitley 6,400 
Wolfe 1,500 
Woodford 3,100 
La. 845,400 
Acadia 13,000 
Allen 5,500 
Ascension 6,000 
Assumption 3,900 
Avoyelles 10,500 


Beauregard 5,700 
Bienville 4,300 


Bossier 13,400 
Caddo 61,700 
Calcasieu 36,800 
Caldwell 2,700 
Cameron 1,300 
Catahoula 2,700 
Claiborne 6,100 
Concordia 3,700 
De Soto 5,700 
E. Baton 

Rouge 64,700 
East 

Carroll 3,900 
E. Feliciana 3,400 
Evangeline 8,800 
Franklin 7,100 
Grant 3,400 
Iberia 11,500 
Iberville 6,900 
Jackson 3,600 
Jefferson 47,100 
Jeff Davis 8,000 
Lafayette 18,600 
Lafourche 11,400 
La Salle 3,900 
Lincoln 6,900 
Livingston 5,700 
Madison 4,400 
Morehouse 9,900 
Natchi- 

toches 9,300 
Orleans 193.300 
Ouachita 25,600 
Plaque- 

mines 3,700 
Pointe 

Coupee 5,200 
Rapides 30,000 
Red River 2,600 
Richland 6,400 
Sabine 5,100 
St. Bernard 6,900 
St. Charles 3,400 
St. Helena 2,400 
St. James 3,300 
St. John 

Bapt. 3,500 
St. Landry 20,700 
St. Martin 6,100 
St. Mary 10,500 
St. Tam- 

many 8,300 
Tangi- 

pahoa 16,100 
Tensas 3,200 
Terre- 

bonne 12,200 
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4,610 
2,200 
7,520 
4,030 
2,340 


39,860 
4,810 
12,630 
8,850 
2,430 


4,180 
3,610 
2,810 
6,180 


5,740 


164,390 
19,430 


2,940 


2,900 
22,020 


1,80€ 
4,780 
2,710 
5,800 
2,480 


1,330 
2,410 


2,560 
12,110 
3,440 
6,880 
6,060 


13,180 
2,040 


9,910 


, Total 
State and House- 
County holds 
Union 4,700 
Vermilion 10,200 
Vernon 6,100 
Wash- 

ington 11,200 
Webster 10,400 
W. Baton 

Rouge 3,200 
West 

Carroll 3,700 
w. 

Feliciana 1,600 
Winn 4,300 
Maine 259,400 
Andro- 

scoggin 24,400 
Aroostook 24,200 
Cumber- 

land 51,000 


Franklin 5,500 


Hancock 10,000 
Kennebec 23,400 
Knox 8,800 
Lincoln 5,100 
Oxford 11,500 
Penobscot 31,000 
Piscataquis 4,800 
Sagadahoc’ 6,300 
Somerset 10,900 
Waldo 6,000 
Washington 9,300 
York 27,200 
Md. 823,100 
Allegany 27,200 
Anne 

Arundel 43,900 
Baltimore 403,800 
Calvert 3,600 
Caroline 5,800 
Carroll 14,100 
Cecil 11,000 
Charles 6,900 
Dorchester 8,200 
Frederick 18,200 
Garrett 5,100 
Harford 18,100 
Howard 7,300 
Kent 4,300 
Mont- 

gomery 86,100 
Prince 

George 88,200 
Queen 

Annes 4,300 
St. Marys 8,600 
Somerset 5,800 
Talbot 6,000 
Wash- 

ington 25,100 
Wicomico 14,000 
Worcester 7,500 
Mass. 1,449,400 
Barnstable 17,700 
Berkshire 41,900 
Bristol 120,600 
Dukes 1,800 
Essex 169,300 
Franklin 17,300 
Hampden 118,700 
Hampshire 23,100 
Middlesex 327,000 
Nantucket 1,000 
Norfolk 133,700 
Plymouth 67,800 
Suffolk 238,600 


Worcester 170,900 


Mich. 2,266,400 
Alcona 900 
Alger 2,600 
Allegan 16,900 
Alpena 7,100 
Antrim 2,800 
Arenac 2,700 





TV Households 
% No. 


61 2,850 
58 5,910 
53 3,240 
73 8,730 
73 7,600 
58 1,870 
75 2,760 
56 900 
65 2,790 
87 226,950 
91 22,220 
7 18,730 
89 45,560 
&4 4,630 
85 8,530 
90 21,150 
86 7,610 
89 4,550 
88 10,150 
90 ,790 
85 4,080 
89 5,620 
81 8,790 
87 5,190 
84 7,850 
90 24,500 
87 716,260 
71 19,410 
89 39,200 
89 357,710 
83 3,000 
86 4,980 
90 12,620 
86 9,410 
83 5,750 
84 6,910 
86 15,660 
58 2,950 
88 16,010 
85 6,220 
86 3,680 
91 78,060 
90 79,600 
86 3,680 
83 7,150 
S44 3,160 
84 5,060 
80 20,170 
84 11,790 
of 4,080 
91 1,318,920 
90 15,970 
91 37,950 
91 110,030 
88 1,590 
91 154,700 
88 15,150 
92 108,690 
88 20,350 
91 296,360 
89 890 
91 121,900 
91 61,900 
91 217,740 
91 155,700 
90 2,042,580 
81 730 
7 1,830 
90 15,260 
67 4,770 
7 2,180 
84 2,270 





9,410 


39,200 
57,710 
3,000 
4,980 


(2,620 
9,410 





Why NUT put all your eggs 
... IONE Dashet? 


Now —- More Than Ever One Station Provides Complete Coverage . .. 


Why take chances on having your sales story scrambled by 





MARKET with WNEM-TV. 





NATIONAL SALES OFFICES 
FLINT STUDIOS 
BISHOP AIRPORT, FLINT, MICHIGAN 














too many cooks . . . at higher than necessary costs! Get the 
full top-quality coverage of this FOUR BILLION DOLLAR 


See Your Petryman 


WNEM-TV 








OPERATIONS OFFICES 
SAGINAW-BAY CITY STUDIOS 


5700 BECKER RD., SAGINAW, MICHIGAN 
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SOURCE: Coverage from NCS #3 — 1958 
Market Data from Sales Management Survey of Buying Power, May, 1958 






Total Total | Total Total 
tate and House- TV Households State and House- TV Households | State and House- TV Households State and House- TV Households 
County holds % No. County holds % No. County holds % No. County holds % No. 
Baraga 2,100 72 1,510 Mont- Grant 2,700 53 1,430 Todd 6,800 54 3,650 
Barry 9,700 89 8,660 morency .1,200 68 810 Hennepin 244,800 96 235,760 Traverse 2,000 57 1,130 
Bay 29,300 91 26,610 Houston 4,400 72 3,170 Wabasha 5,400 86 4,650 
Benzie 2,300 79 1,820 Muskegon 43,500 92 40,080 Hubbard 2,900 45 1,310 Wadena 3,800 45 1,720 
Newaygo 7,100 86 6,140 Isanti 2,800 91 2,560 
Berrien 45,700 91 41,580 Oakland 181,200 92 166,330 Waseca 4,900 79 3,870 
Branch 10,900 84 9,190 Oceana 4,600 78 3,610 Itasca 11,100 73 8,150 Wash- 
Calhoun 42,100 91 38,250 Ogemaw 2,600 82 2,120 Jackson 4,500 82 3,700 ington 11,400 95 10,840 
Cass 11,000 88 9,690 Kanabec 2,400 73 1,750 Watonwan 4,200 72 3,010 
Charlevoix 3,900 73 2,830 Ontonagon 3,000 74 2,210 Kandiyohi 8,200 78 6,360 Wilkin 2,600 88 2,300 
Osceola 3,800 89 3,370 Kittson 2,600 52 1,340 Winona 11,600 68 7,900 
Cheboygan 3,600 73 2,620 Oscoda 82 740 
Chippewa 9,000 73 6,540 Otsego 1,700 81 1,38¢ Koochi- Wright 8,600 86 7,380 
Clare 3,400 86 2,940 Ottawa 26,700 90 24,080 ching 5,000 43 2,130 Yellow Med 4,800 63 3,020 
Clinton 9,900 91 8,980 La Qui 
Crawford 1,100 81 890 Presque Parle 3,900 58 2,260 Miss. 557,600 57 315,240 
Isle 2,900 67 1,950 Lake 4,700 69 3,220 
Delta 9,600 78 7,460 Roscommon 2,300 81 1,860 Lake of : Adams 10,200 52 5,350 
Dickinson 8,400 82 6,850 Saginaw 53.000 91 48,081 Woods 1,200 43 510 Alcorn 7,300 52 3,820 
Eaton 14,100 88 12,460 St. Clair 30,200 91 27,49 Le Sueur 5,900 79 4,670 Amite 4,000 42 1,680 
Emmet 4,700 73 3,420 St. Joseph 14,900 91 13,500 Attala 5,500 51 2,820 
Genesee 105,400 93,920 Lincoln 3,000 63 1,890 Benton 1,900 53 1,000 
Sanilac 9,400 87 8,170 Lyon 6,600 60 3,950 
Gladwin 2,600 87 2,250 Schoolcraft 2,400 70 1,690 Mc Leod 7,300 87 6,330 Bolivar 15,600 48 7,480 
Gogebic 7,900 74 5,840 Shiawassee 15,900 91 14,450 Mahnomen 1,500 64 960 Calhoun 3,700 41 1,510 
Gr. Tuscola 12,700 11,320 Marshall 4,100 51 2,110 Carroll 3,000 43 1,300 
Traverse 8,900 79 7,020 Van Buren 18,300 90 16,520 Chickasaw 4,000 41 1,650 
Gratiot 10,200 90 9,200 Martin 8,100 72 5,870 Choctaw 2,100 38 800 
Hillsdale 10,900 82 8,930 Wash- Meeker 5,500 78 4,270 
tenaw 43,500 91 39,500 Mille Lacs 5,100 61 3,110 Claiborne 2,600 52 1,360 
Houghton 10,200 67 6,880 | Wayne 830,600 92 766,540 Morrison 7,100 54 3,810 Clarke 4,200 53 2,220 
Huron 9,300 90 8,370 | Wexford 5,700 80 4,550 Mower 13,300 89 11,900 Clay 3,800 44 1,680 
Ingham 64,000 91 58,270 Coahoma 14,500 50 7,230 
Tonia ,/11,500 90 10,360 Minn. 956,600 84 805,170 Murray 4,500 76 3,400 Copiah 7,100 55 3,870 
Tosco 4,300 84 3,620 Nicollet 5,500 81 4,460 
| Aitkin 3,700 73 2,690 Nobles 6,500 82 5,340 Covington 3,400 54 1,850 
Iron 5,700 72 4,080 | Anoka 16,100 96 15,530 | Norman 3,000 64 1,910 De Soto 5,300 65 3,420 
Isabella 8,200 87 7,110 | Becker 6,500 64 4,160 Olmsted 14,000 95 13,240 Forrest 14,000 52 7,300 
Jackson 37,000 91 33,590 Beltrami 6,900 40 2,770 Franklin 2,400 53 1,270 
Kalamazoo 47,700 92 43,790 Benton 4,500 61 2,740 Otter Tail 13,200 61 8,090 George 2,500 49 1,230 
Kalkaska 1,200 78 940 | Pennington 3,700 59 2,190 
| Big Stone 2,400 57 1,360 Pine 4,800 72 3,460 Greene 1,700 49 830 
Kent 103,700 91 94,360 | Blue Earth 11,900 91 10,880 Pipestone 4,400 75 3,320 Grenada 4,800 44 2,090 
Keweenaw 600 72 430 Brown 8,100 81 6,580 Polk 10,600 62 6,600 Hancock 2,900 75 2,170 
Lake 1,400 86 1,210 | Carlton 7,000 72 5,050 Harrison 30,200 70 21,100 
Lapeer 13,300 90 11,970 Carver 5,300 93 4,920 Pope 3,600 51 1,840 Hinds 46,300 78 36,140 
Leelanau 2,500 79 1,970 Ramsey 124,500 96 118,980 
Cass 5,100 45 2,310 Red Lake 1,400 59 830 Holmes 6,900 55 3,800 
Lenawee 23,900 91 21,640 | Chippewa 4,800 55 2,620 | Redwood 6,500 73 4,770 | Humphreys 4,800 54 2,580 
Livingston 9,700 90 8,720 | Chisago 4,100 92 3,760 | Renville 7,100 74 5,220 | Issaquena 1,000 54 540 
Luce 1,500 71 1,060 | Clay 10.000 88 8,840 Itawamba 3,600 51 1,830 
Mackinac 2,600 73 1,900 | Clearwater 2,700 40 1,080 | Rice 9,500 94 8,910 | Jackson 11,800 83 9,750 
Macomb 97,700 93 90,740 Rock 2,900 76 2,190 
Cook 1,400 69 960 | Roseau 3,700 51 1,900 ee oa 2 2,480 
Manistee 6,200 80 4,950 | Cottonwood 4,700 72 3,370 | St. Louis 69,600 89 ye ee 1,270 
Marquette 14,400 73 10,440 | Crow Wing 9,500 59 5,560 | Scott 4,800 93 io ee Bay. 
Mason 6.700 79 5,270 | Dakota 17,400 95 16,590 oe, a. & a 
Mecosta 5,400 89 4,790 | Dodge 3,600 81 2,920 | Sherburne 2,600 86 2,230 — . ’ 
Menominee 7,500 82 6,130 Sibley 3,800 87 3,300 Lafayette 4,800 44 2,090 
Douglas 6,600 51 3,360 | Stearns 19,700 87 17,170 | Lamar 3,300 51 1,680 
Midland 12,800 87 11,160 | Faribault 7,400 72 5,360 | Steele 7,000 81 5,690 | Lauder- 
Missaukee 2,000 78 1,560 | Fillmore 7,200 72 5,190 | Stevens 2,800 57 1,590 dale 19,600 72 14,200 
Monroe 26,600 92 24,340 Freeborn 10.400 89 9,270 Lawrence 2,700 50 1,360 
Montcalm 11,000 91 10,009 Goodhue 10,400 94 9,760 Swift 4,400 58 2,550 Leake 4,700 51 2,410 
You Should Know... 
e 
The Metro Area: | The TV Market: 
IN THE TOP 50 OF ALL 262 ! 47-COUNTY NIELSEN COVERAGE AREA 
pg et oe PERCENTAGE METRO TOTAL 
" | i, 1. SES ee Ve ae oe ae 1,095,200 
Haas ~ ra © RETA SALES 4! ere ee 268,300 
peg © posanite ek ong j TOTAL RETAIL SALES ............. $177,322,000 ........ $ 736,664,000 
. | TOTAL NET EFF. BUYING INCOME. .$409,854,000........ $1,256,409,000 
I 
| 
I 


| The Station: cHanne 
| WeeReBel completely domi- a 

nates this rich progressive 

market. Survey after Survey 

aig this valuable trad- L 2 ea S| 
Call HOLLINGBERY COMPANY 






proves that audiences prefer / 
WRBL-TV . . . the only media ( 











12 September 22, 1958, Tv Homes Section, Television Age 











eee SS SSeseeoO Seesco ssoss SSsSS SsSFSS SSSESS SSESS S&S SSE SESS SBS BSBSE = 














Total Total | Total Total 
State and House- 1V Households State and House- TV Households | State and House- TV Households State and House- 7V Households 
County holds % No. County holds % No. | County holds % No. County holds % No. 
Lee 10,800 62 6,730 Webster 2,700 47 1,280 | De Kalb 2,400 78 1,880 Morgan 2,900 70 2,020 
Leflore 12,700 47 5,940 Wilkinson 2,900 42 1,210 Dent 3,200 64 2,060 New 
Lincoln 7,300 52 3,770 Winston 5,100 50 2,560 Douglas 2,800 60 1,690 Madrid 9,000 66 5,960 
Lowndes 10,800 41 4,390 Dunklin 11,100 69 7,680 Newton 9,100 70 6,400 
Madison 7,000 58 4,040 Yalobusha 3,400 44 1,480 Nodaway 7,500 64 4,830 
Yazoo 8,400 59 4,950 Franklin 11,900 79 9,420 Oregon 2,900 42 1,210 
Marion 5,700 47 2,670 Gasconade 4,000 70 2,800 
Marshall 5,300 49 2,610 | Mo. 1,341,400 86 1,153,150 | Gentry 3,200 71 2,260 | Osage 2,900 69 2,010 
Monroe 8,800 49 4,340 Greene 40,000 37,520 Ozark 2,100 60 1,270 
Mont- Adair 6,700 61 4,090 Grundy 4,100 76 3,100 Pemiscot 11,500 75 8,600 
gomery 3,400 43 1,470 Andrew 3,600 79 2,830 Perry 3,400 78 2,660 
Neshoba 5,700 50 2,860 Atchison 3,000 65 1,940 Pettis 12,600 79 9,910 
Audrain 8,500 72 rT Bt — 
Newton 5,100 60 3,080 | Barry 6,500 63 4,080 | Hickory 1,600 75 1,200 | Phelps 7,400 64 4,760 
Noxubee 4,000 50 2,010 Holt 2,600 65 1,680 Pike 5,900 79 4,670 
Oktibbeha 6,200 44 2,740 Barton 3,800 62 2,360 Howard 3,500 69 2,400 Platte 6,300 89 5,580 
Panola 8,000 66 5,250 Bates 5,900 69 4,060 Polk 4,800 71 3,400 
Pearl River 5,500 75 4,130 Benton 2,700 74 2,010 Pulaski 3,500 73 2,570 
Bollinger 2,600 70 1.830 | powell a. o er 
Perry 2,100 48 1,010 | Boone 14,600 78 11,410 | Jackson 203,600 96 195,550 | Putnam 2,700 61 1,640 
Pike 9,000 53 4,810 Jasper 28,400 86 24,350 Ralls 2,300 80 1,830 
Pontotoc 4,600 49 2,240 Buchanan 32,400 90 29,310 Jefferson 18,700 93 17,450 Randolph 8,000 69 5,500 
Prentiss 4,500 51 2,290 Butler 10,800 64 6,880 Ray 5,400 81 4,370 
Quitman 6,100 54 3,270 Caldwell 3,300 78 2,590 Reynolds 1,400 50 700 
Callaway 6,200 72 wit ims. ‘a7 | Ripley 3,000 50 1,510 
Rankin 5,800 51 2,960 | Camden 2,100 71 1,490 | Laclede 5,900 71 4,200 
Scott 4,800 51 2,440 Lafayette 8,000 81 6,480 St. Charles 11,000 93 10,190 
Sharkey 2,600 54 1,400 Cpe. Girar- Lawrence 7,200 63 4,520 St. Clair 3,000 75 2,240 
Simpson 5,000 51 2,560 deau 11,600 80 9,240 St. 
Smith 3,400 51 1,730 Carroll 4,700 72 3,370 , Francois 11,200 83 9,270 
Carter 1,300 50 a ho a reo | St.Louis 457,500 96 439,780 
Stone 1,500 49 730 | Cass 6,500 76 4,940 | Linn 6,300 57 3,590 
Sunflower 13,100 41 5,380 | Cedar 3,300 62 2,050 | Livingston 5,200 76 3,930 | Ste. 
Talla- Mc Donald 4,100 70 2,890 Genevieve 3,100 78 2,430 
hatchie 6,700 51 3,430 | Chariton 4,500 57 2,560 Saline 8,000 7: 5,720 
Tate 4,200 65 2,720 Christian 3,700 68 2,510 | Schuyler 1,500 61 910 
Tippah 4,100 53 2,170 | Clark 2,700 76 _— |). was 00) | Scotland =. 2.400 7 1,820 
| Clay 25,700 95 24,520 | Maries 2.000 70 1.400 | Scott 8,900 7 6,610 
Tishomingo 3,400 53 1,790 | Clinton 3,700 89 3,280 | Marion 9,800 93 9,070 
Tunica 5,800 53 3,100 | Mercer 1,900 71 1,340 Shannon 1,700 41 700 
Union 5,500 49 2,690 | Cole 11,200 85 9,540 Shelby 3,200 73 2,320 
Walthall 3,200 47 1,510 Cooper 4,800 70 3,360 Miler 4,300 70 2,990 Stoddard 8,300 75 6,200 
Warren 13,300 62 8,290 | Crawford 3,100 57 1,780 Mississippi 5,500 60 3,320 Stone 2,600 68 1,770 
| Dade 2,700 63 1,690 | Moniteau 3,300 70 2,310 | Sullivan 3,300 61 2,020 
Wash- Dalias 2,800 71 1,980 | Monroe 3,100 79 2,450 
ington 20,100 52 10,460 Mont- Taney 2,900 68 1,970 
Wayne 3,600 53 1,890 Daviess 3,300 78 2,590 gomery 3,400 84 2,870 Texas 5,500 46 2,550 








Consistent LEADERSHIP In Maryland! a 


= 





NIELSEN SURVEY: 


Again In June WMAR-TV Reached More Homes 
Than Any Other Baltimore Station 


AMERICAN RESEARCH BUREAU: 
(ARB) my 


The June ARB Shows WMAR-TV Leading With 35.0% 
Share Of Audience. 








Seven out of the 10 Top Programs in the Baltimore 
Area Are On Channel 2 With GUNSMOKE Continuing 
As the Program With the Highest Rating. 


In Maryland, most people watch Wi ta A & S T 


SUN PERS TELEVISION BALTIMORE MARYLAND 
Telephone Mulberry 5.5670 TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM 


THE KATZ AGENCY Inc. New You F go A Ange'es channel 
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Total 
Sta‘*e and House- 
County holds 
Vernon 6,600 
Warren 2,300 
Wash- 
ington 3,800 
Wayne 2,400 
Webster 4,300 
Worth 1,500 
Wright 4,200 


Montana 208,200 
Beaverhead 2,500 


Big Horn 2,300 
Blaine 2,500 
Broadwater 800 
Carbon 2,900 
Carter 700 
Cascade 23,200 
Chouteau 2,300 
Custer 4,200 
Daniels 900 
Dawson 3,200 
Deer Lodge 5,500 
Fallon 1,000 
Fergus 4,600 
Flathead 10,900 
Gallatin 7,800 
Garfield 600 
Glacier 3,100 
Golden 

Valley 300 
Granite 1,000 
Hill 5,000 
Jefferson 1,000 


Judith Basin 800 


Lake 3,400 
Lewis & 

Clark 9,500 
Liberty 500 
Lincoln 3,400 
Me Cone 1,000 
Madison 1,900 
Meagher 800 
Mineral 900 
Missoula 13,700 
Musselshell 1,800 
Park 4,400 
Petroleum 300 
Phillips 1,700 
Pondera 1,900 


Powder River 800 
Powell 1,900 
Prairie 


Ravalli 
Richland 
Roosevelt 
Rosebud 
Sanders 
Sheridan 
Silver Bow 
Stillwater 
Sweet Grass 
Teton 


s2eg5 SESE8E8882 2 
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Toole 
Treasure 
Valley 
Wheatland 
Wibaux 


- wo NS Nee 


Yellow- 
stone 


Blaine 
Boone 
Box Butte 
Boyd 
Brown 
Buffalo 


90 b+ bt Go BO 


Burt 
Butler 
Cass 
Cedar 
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TV Households 
No. 


4,540 
1,940 


2,180 


420 
8,640 


850 
2,310 
150 


State and 
County 
Chase 


Cherry 
Cheyenne 
Clay 
Colfax 
Cuming 


Custer 
Dakota 
Dawes 
Dawson 
Deuel 


Dixon 
Dodge 
Douglas 
Dundy 
Fillmore 


Franklin 
Frontier 
Furnas 
Gage 
Garden 


Garfield 
Gosper 
Grant 
Greeley 
Hall 


Hamilton 
Harlan 
Hayes 
Hitchcock 
Holt 


Hooker 
Howard 
Jefferson 
Johnson 
Kearney 


Keith 
Keya Paha 
Kimball 
Knox 
Lancaster 


Lincoln 
Logan 
Loup 

Mc Pherson 
Madison 


Merrick 
Morrill 
Nance 
Nemaha 
Nuckolls 


Otoe 
Pawnee 
Perkins 
Phelps 
Pierce 


Platte 

Polk 
Redwillow 
Richardson 
Rock 


Saline 
Sarpy 
Saunders 
Scotts 
Bluff 
Seward 


Sheridan 
Sherman 
Sioux 
Stanton 
Thayer 


Thomas 
Thurston 
Valley 
Washington 
Wayne 


Webster 


Wheeler 
York 


Nevada 


Churchill 
Clark 
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Total 


House- TV Hcuseholds 
No. 


holds 
1,400 


2,900 
5,100 
3,100 
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1,800 
34.600 
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2,160 


1,510 
1,230 


2,720 
2,080 


4,900 
1,560 


2,700 








Total 
State and House- 
County holds 
Douglas 500 
Elko 3,900 
Esmeralda 200 
Eureka 300 
Humboldt 1,300 
Lander 400 
Lincoln 900 
Lyon 900 
Mineral 2,400 
Nye 900 
Ormsby 1,200 
Pershing 1,100 
Storey 200 
Washoe 25,300 
White Pine 4,000 
N. H. 165,900 
Belknap 8,400 
Carroll 4,900 
Cheshire 12,800 
Coos 10,400 
Grafton 13,000 
Hillsboro 49,200 
Merrimack 18,800 
Rock- 
ingham 24,600 
Strafford 15,200 
Sullivan 8,600 
m. 2, 1,685,600 
Atlantic 45,300 
Bergen 223,100 


Burlington 47,300 


Camden 103,300 
Cape May 14,100 
Cumber- 

land 31,400 
Essex 295,900 


Gloucester 35,400 
Hudson 192,500 
Hunterdon 14,700 


Mercer 71,900 
Middlesex 99,400 
Monmouth 89,900 


Morris 59,500 
Ocean 24,300 
Passaic 115,900 
Salem 17,200 
Somerset 34,800 
Sussex 11,800 
Union 139,500 
Warren 18,400 
N. Mex. 226,100 
Bernalillo 63,400 
Catron 500 
Chaves 15,100 
Colfax 3,500 
Curry 8,800 
De Baca 800 
Dona Ana_ 11,600 
Eddy 14,000 
Grant 5,600 
Guadalupe 1,300 
Harding 300 
Hidalgo 1,400 
Lea 16,900 
Lincoln 2,000 
Los Alamos 3,500 
Luna 2,700 
Mc Kinley 7,700 
Mora 1,400 
Otero 8,000 
Quay 3,800 
Rio Arriba 5,600 
Roosevelt 4,600 
Sandoval 2,400 
San Juan 10,200 
San Miguel 5,100 
Santa Fe 10,600 
Sierra 1,600 
Socorro 2,300 
Taos 3,000 
Torrance 1,400 
Union 1,700 
Valencia 5,300 


1V Households 
% . 
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No. 


400 
100 


21,740 
1,600 


147,470 


7,340 


22,280 
13,640 
7,400 


1,535,310 


41,790 
201,960 
43,140 
93,960 
12,800 


28,440 
266,900 
32,100 
177,450 
13,430 


65,900 
90,030 
83,380 
54,120 
22,150 


105,610 
15,740 
31,350 
10,590 

127,950 


16,520 
156,150 
56,720 
280 
11,550 
1,420 
4,900 
420 
9,630 


9,680 
3,120 
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Total 


State and House- 


County holds 
N. Y. 5,012,600 
Albany 83,300 
Allegany 13,600 
Bronx 436,700 
Broome 62,000 
Cattar- 

augus 24,800 
Cayuga 21,900 
Chau- 

tauqua 46,700 
Chemung 31,100 
Chenango 12,600 
Clinton 14,500 
Columbia 14,100 
Cortland 12,900 
Delaware 14,200 
Dutchess 42,200 
Erie 320,700 
Essex 10,600 
Franklin 12,700 
Fulton 17,800 
Genesee 14,900 
Greene 9,000 
Hamilton 1,300 
Herkimer 19,500 
Jefferson 26,900 
Kings 792,800 
Lewis 6,800 


Livingston 11,000 


Madison 15,000 
Monroe 178,500 
Mont- 

gomery 19,200 
Nassau 370,600 


New York 598,500 
Niagara 66,200 
Oneida 69,600 
Onondaga 119,500 


Ontario 18,500 
Orange 52,500 
Orleans 9,800 
Oswego 24,400 
Otsego 17,200 
Putnam 6,600 
Queens 562,100 


Rensselaer 43,500 
Richmond 60,200 


Rockland 29,700 
St. 

Lawrence 31,600 
Saratoga 25,400 
Schenec- 

tady 52,500 
Schoharie 7,400 
Schuyler 4,600 
Seneca 7,300 
Steuben 28,800 
Suffolk 153,900 
Sullivan 13,400 
Tioga 10,200 
Tompkins 19,900 
Ulster 33,600 
Warren 13,200 
Wash- 

ington 13,700 
Wayne 17,700 
West- 

chester 228,300 
Wyoming 8,900 
Yates 6,000 


N. Car. 1,097,600 


Alamance 21,400 
Alexander 3,500 
Alleghany 2,100 
Anson 6,000 
Ashe 5,000 
Avery 3,100 
Beaufort 9,400 
Bertie 5,900 
Bladen 6,600 
Brunswick 4,500 
Buncombe 36,400 
Burke 11,700 
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1V Households 
No. 


4,526,020 


75,510 
10,470 


55.400 
22,490 
19,850 


41,840 
26,840 
11,090 
13,250 


12,880 
11,570 
11,620 
37,640 
293, 


17,010 
344,530 


526,960 
61,010 
64,170 

108,850 
16,500 


47,280 
8,830 
22,270 
15,230 
5,600 


511,760 
39,430 
55,180 
27,260 


23,420 
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gee Sweet Sixteen Wcese 7 


(with expression) 





Love Char-lotte as you’ve ne - ver. loved’. be - 





fore Since 








first you. start - ed send - ing us your 





green Come to us with your 








bud - gets ev - er more 








From coast to coast they 





toast us for we are 











sweet yes, we are 





Sweet Six - teen* 





Salesrights MCMLVIII by 
CBS Television Spot Sales 


NEW YORK CHICAGO DETROIT ATLANTA SAN FRANCISCO LOS ANGELES 





JEFFERSON STANDARD BROADCASTING COMPANY 


*Nation’s 16th television market—Television Magazine TV set count—July, 1958 



























Total Total Total Total 
State and House- TV Households State and House- 1V Households State and House- 1V Households | State and House- 1V Households 
County holds % No. County holds % No. County holds % No. County holds % No. 
Cabarrus 17,500 88 15,430 Jones 2,300 58 1,340 Swain 2,100 44 920 Kidder 1,500 73 1,100 
Caldwell 11,200 75 8,370 Lee 6,600 63 4,170 Transyl- La Moure 2,100 64 1,340 
Camden 1,400 72 1,010 Lenoir 11,600 71 8,230 vania 3,800 56 2,130 Logan 1,200 64 T10 
Lincoln 6,900 72 4,950 Tyrrell 1,200 60 720 Mc Henry 2,800 59 1,640 
Carteret 6,900 58 4.010 Union 10,800 73 7,920 
Caswell 4,300 69 2,960 Mec Dowell 6,800 68 4,610 Mc Intosh 1,700 64 1,080 
Catawba 18,400 88 16,140 Macon 3,900 56 2,180 Vance 8,000 70 5,590 Me Kenzie 1,800 42 760 
Chatham 6,100 63 3,850 Madison 4,300 53 2,270 Wake 40,400 78 31,510 Mc Lean 5,200 53 2,780 
Cherokee 4,200 44 1,840 Martin 6,100 67 4,060 Warren 4,900 54 2,630 Mercer 2,000 57 1,130 
Mecklen- Washington 3,000 59 1,770 Morton 5,500 82 4,490 
Chowan 2,900 59 1,720 burg 71,000 86 61,150 Watauga 4,100 60 2,480 
Clay 1,300 44 Mountrail 2,500 42 1,050 
Cleveland 16,500 75 12,420 | Mitchell 3,400 58 1,960 Wayne 16,000 75 11,960 Nelson 1,700 79 1,40 
Columbus 12,300 52 6,340 | Mont- Wilkes 10,900 66 7,170 Oliver 500 54 270 
Craven 13,900 78 10,870 | gomery 4,300 70 3,010 Wilson 13,400 74 9,960 Pembina 3,400 56 1,910 
Moore 8,200 64 5,220 Yadkin 5,600 76 4,270 Pierce 1,900 59 1,130 
Cumber- Nash 14,300 64 9,150 | Yancey 3,500 53 1,850 
land 28,400 55 15,750 New Ramsey 3,200 50 1,600 
Currituck 1,800 72 1,290 Hanover 21,200 71 15,150 N. Dak. 170,300 68 115,540 Ransom 2,000 74 1,480 
Dare 1,300 59 770 | | Renville 1,400 59 830 
Davidson 18,100 86 15,490 North- Adams 1,200 48 580 Richland 5,600 74 4,160 
Davie 3,900 76 2,980 | ampton 5,900 70 4,150 Barnes 4,800 87 4,160 Rolette 2,200 50 1,100 
| Onslow 11,500 64 7,360 Benson 2,100 61 1,280 
Duplin 9,600 57 5,480 | Orange 9,100 80 7,250 Billings 500 42 210 Sargent 1,800 74 1,340 
Durham 29,600 82 24,360 | Pamlico 2,500 58 1,450 Bottineau 2,800 59 1,640 Sheridan 1,100 59 650 
Edgecombe 12,200 76 9,240 | Pasquotank 7,300 72 5,230 Sioux 600 82 490 
Forsyth 49,100 86 42,390 Bowman 1,000 43 430 Slope 500 42 210 
Franklin 7,000 54 3,760 Pender 4,300 55 2,370 Burke 1,700 62 1,060 Stark 4,000 49 1,970 
Perquimans 2,500 72 1,790 Burleigh 9,300 78 7,230 
Gaston 32,600 79 25,750 Person 5,400 69 3,700 Cass 19,500 - 90 17,480 Steele 1,200 87 1,040 
Gates 2,300 70 1,620 Pitt 14,800 86 12,790 Cavalier 2,400 50 1,210 Stutsman 6,800 71 4,840 
Graham 1,700 44 TSO Polk 3,000 81 2,440 Towner 1,200 51 610 
Granville 6,800 66 4,520 Dickey 2,500 64 1,600 Traill 2,800 87 2,430 
Greene 3,600 66 2,380 Randolph 14,000 81 11,370 Divide 1,300 42 540 Walsh 4,600 56 2,570 
Richmond 10,100 380 8,050 Dunn 1,600 57 910 
Guilford 59,300 88 51,890 Robeson 20,600 63 13,050 Eddy 1,200 61 730 Ward 11,900 77 9,150 
Halifax 13,200 65 8,520 Rock- Emmons 2,000 74 1,470 Wells 2,600 60 1,550 
Harnett 12,900 534 6,930 ingham 18,100 84 15,120 Williams 9,300 42 3,900 
Haywood 10,200 62 6,330 Rowan 22,000 81 17,810 Foster 1,500 61 910 | 
Henderson 9,500 62 5,920 Golden Ohio 2.802,000 91 2,561,850 
Rutherford 11,300 78 8,870 Valley 800 43 340 | 
Hertford 4,800 70 3,370 Sampson 11,500 58 6,690 Grand | Adams 6,600 88 5,810 
Hoke 3,300 54 1,790 Scotland 6,200 55 3,380 Forks 12,800 76 9,730 | Allen 31,100 89 27,790 
Hyde 1,400 59 820 Stanly 11,500 88 10,130 Grant 1 82 1,310 Ashland 11,500 91 10,450 
Iredell 15,600 78 12,140 Stokes 4,800 75 3,610 Griggs 1,300 86 1,120 | Ashtabula 28,600 91 26,040 
Jackson 4,300 56 2,410 | Athens 12,700 87 11,010 
Johnston 15,700 62 9,670 Surry 11,900 Hettinger 1,800 49 890 Auglaise 10,400 90 9,410 
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KFYR-TV, Bismarck (with its satelites 
KMOT-TV, Minot and KUMV-TV, Williston) 
now delivers 42 counties with a set count 

of 92,500. 82 per cent set saturation among a 
population of 410,950 with retail sales of 
$480,525,000. Estimated buying income— 
$547,100,000. A must buy in the great 

North West. CONTOURS: 100 M/V 





William A, Ekberg, Pres. & Gen. Mgr. @ A. L. Anderson, Gen. Sales Mgr. 


MEYER BROADCASTING CO. © oo..0 ceceseson nenccsarce 


BISMARCK, NORTH DAKOTA National Representatives 











16 September 22, 1958, Tv Homes Section, Television Age 
























in Southwestern Pennsylvania 


WJAC-TV 


is the 
DOMINANT 
STATION 


in COVERAGE! 


N. C. S. Report No. 3, for Spring, 1958, 
shows that WJAC-TV is seen in 533,290 
homes each week at night, and in 457,430 
homes each week during the day. And in 
14 of the 21 counties shown on the map, 
WJAC-TV reaches between 80% and 100% 
of all TV homes. WJAC-TV takes your sales 


message into a million TV homes! 


Get all the facts and figures 
from your KATZ man 


NOW... DOUBLE PROOF 












FOREST 


BEDFORD / FULTON 


PENNA, 
WALLEGANY | ——COMMAD. 


in LISTENERS! 


According to the latest A. R. B. study, (Feb- 
ruary, 1958) in Cambria County WJAC-TV 
leads its nearest competitor WFBG-TV by 
92%* to 38%.* Even in the home territory 
of WFBG.-TV, Blair County, WJAC-TV is a 
mere 5%* behind, with 84%* compared to 
the local station’s 89%*. This kind of viewer 
preference makes WJAC-TV the one to buy 


because it delivers the most viewers! 


* Net weekly Cume, viewing 3 different days 
or more per week. 


JOHNSTOWN - CHANNEL © 
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Total 


State and House- 
County holds 

Belmont 26,300 
Brown 7,300 
Butler 51,700 
Carroll 5,800 


Champaign 9,100 
Clark 200 


Clermont 17,300 
Clinton 9,200 
Colum- 


biana 32,800 


Coshocton 10,700 
Crawford 13,900 
Cuyahoga 485,400 
Darke 13,700 
Defiance 8,700 
Delaware 9,400 
Erie 19,300 
Fairfield 17,900 
Fayette 7,700 


Franklin 192,700 


Fulton 
Gallia 
Geauga 
Greene 
Guernsey 


Hamilton 
Hancock 
Hardin 
Harrison 
Henry 
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Highland 
Hocking 
Holmes 
Huron 
Jackson 


Jefferson 
Knox 
Lake 
Lawrence 
Licking 


Logan 
Lorain 
Lucas 

Madison 7, 
Mahoning 81,300 


~ 
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Marion 18,000 
Medina 15,300 


Meigs 6,900 
Mercer 9,300 
Miami 21,600 
Monroe 4,300 
Mont- 

gomery 152,700 
Morgan 3,800 
Morrow 5,600 
Muskin- 

gum 24,100 
Noble 3,400 


Ottawa 10,600 
Paulding 5,000 
Perry 8,100 
Pickaway 8,400 


Pike 7,500 
Portage 21,400 
Preble 9,400 
Putnam 7,800 
Richland 32,000 
Ross 17,500 
Sandusky 18,200 
Scioto 31,400 
Seneca 17,500 
Shelby 9,300 
Stark 95,100 
Summit 149,500 


Trumbull 54,800 
Tus- 

carawas 23,100 
Union 6,700 


Van Wert 9,500 
Vinton 2,800 
Warren 16,100 
Wash- 

ington 14,700 
Wayne 19,100 


Williams 9,400 
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Households 
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6,430 


9,530 


E2g2 a8 
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PHBH Aas 


29,030 


State and 
County 
Wood 
Wyandot 


Okla. 


Adair 
Alfalfa 
Atoka 
Beaver 
Beckham 


Blaine 
Bryan 
Caddo 
Canadian 
Carter 


Cherokee 
Choctaw 
Cimarron 
Cleveland 
Coal 


Comanche 
Cotton 
Craig 
Creek 
Custer 


Delaware 
Dewey 
Ellis 
Garfield 
Garvin 


Grady 
Grant 
Greer 
Harmon 
Harper 


Haskell 
Hughes 
Jackson 
Jefferson 
Johnston 


Kay 
Kingfisher 
Kiowa 
Latimer 
Le Flore 


Lincoln 
Logan 
Love 

Mc Clain 


Me Curtain 


Mc Intosh 
Major 
Marshall 
Mayes 
Murray 


Muskogee 
Noble 
Nowata 
Okfuskee 
Oklahoma 


Okmulgee 
Osage 
Ottawa 
Pawnee 
Payne 


Pittsburg 
Pontotoc 
Potta- 
watomie 
Pushma- 
taha 


Roger Mills 


Rogers 
Seminole 
Sequoyah 
Stephens 
Texas 


Tillman 
Tulsa 
Wagoner 
Wash- 
ington 
Washita 


Woods 


Weodward 
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82 
76 
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85 


75 
60 
76 
47 


72 
90 
68 


83 


70 


58 


58 


Households 


No. 


18,280 


5,710 


525,170 


1,850 
1,820 
1,910 

920 


3,200 


3,980 
7,870 
2,390 
8,480 
1,680 


3,150 


97.250 


2,580 


10,400 


2,860 


2,250 
2,020 





Total 
State and House- 
County holds 
Oregon 585,300 
Baker 6,200 
Benton 11,200 


Clackamas 33,400 
Clatsop 10,000 


Columbia 6,700 
Coos 20,400 
Crook 2,400 
Curry 5,300 
Deschutes 6,600 
Douglas 23,300 
Gilliam 1,100 
Grant 2.400 
Harney 2,000 


Hood River 3,400 
Jackson 23,900 


Jefferson 2,500 


Josephine 11,000 
Klamath 14,500 
Lake 2,000 
Lane 50,900 
Lincoln 9,100 
Linn 17,700 
Malheur 6,200 
Marion 34,600 
Morrow 1,300 
Mult- 

nomah 192,900 
Polk 7,100 
Sherman 700 


Tillamook 6,500 
Umatilla 14,200 


Union 5,400 
Waliowa 2,300 
Wasco 8,300 
Wash- 

ington 29,500 
Wheeler 900 
Yamhill 9,400 


Penn. 3,247,700 


Adams 12,800 
Allegheny 476,400 
Armstrong 22,500 
Beaver 57,400 
Bedford 10,800 


Berks 80,200 
Blair 39,900 
Bradford 15,400 
Bucks 82,100 
Butler 28,300 


Cambria 7,500 
Cameron 1,900 
Carbon 15,100 
Centre 16,600 
Chester 50,800 


Clarion 10,300 
Clearfield 22,400 
Clinton 10,900 
Columbia 15,800 
Crawford 23,300 


Cumber- 

land 33,000 
Dauphin 65,000 
Delaware 153,700 


Elk 9,500 
Erie 69,800 
Fayette 50,500 
Forest 1,100 
Franklin 21,900 
Fulton 2,500 
Greene 12,100 
Hunt- 


ingdon 11,000 
Indiana 20,500 
Jefferson 13,600 
Juniata 4,100 
Lacka- 

wanna 73,000 


Lancaster 70,200 
Lawrence 31,300 
Lebanon 24,800 
Lehigh 60,000 
Luzerne 104,300 
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Total 


State and House- 
County holds 

Lycoming 31,400 
Mc Kean 16,200 
Mercer 33,700 
Mifflin 12,000 
Monroe 10,600 
Mont- 


gomery 133,500 
Montour 3,600 
North- 

ampton 54,400 


Northum- 

berland 32,300 
Perry 6,800 
Phila- 

delphia 647,000 
Pike 3,000 
Potter 4,600 
Schuylkill 54,400 
Snyder 6,100 
Somerset 21,700 
Sullivan 1,500 
Susque- 

hanna 8,300 
Tioga 10,500 
Union 6,000 


Venango 18,700 
Warren 12,300 
Wash- 

ington 63,900 
Wayne 7,500 
West- 

moreland 94,700 


Wyoming 4,700 


York 66,000 
R. I. 245,300 
Bristol 9,000 
Kent 25,500 


Newport 18,400 
Prov- 

idence 176,500 
Wash- 

ington 15,900 


S. Car. 586,900 
Abbeville 5,600 
Aiken 26,600 


Allendale 3,600 
Anderson 23,800 
Bamberg 4,000 


Barnwell 7,100 
Beaufort 7,000 
Berkeley 7,000 
Calhoun 3,300 
Charleston 54,200 


Cherokee 9,700 
Chester 8,100 
Chesterfield 8,100 
Clarendon 6,600 
Colleton 7,200 


Darlington 12,500 
Dillon 6,700 
Dorchester 5,600 
Edgefield 3,700 
Fairfield 4,800 


Florence 20,800 
Georgetown 8,100 
Greenville 55,500 
Greenwood 12,900 
Hampton 4,400 


Horry 15,600 
Jasper 2,600 
Kershaw 7,500 
Lancaster 9,300 
Laurens 11,700 


Lee 4,700 
Lexington 13,000 
Mec Cormick 2,100 
Marion 7,900 
Marlboro 7,000 


Newberry 8,200 


Oconee 9,200 
Orange- 
burg 16,600 


Pickens 10,300 
Richland 45,300 
Saluda 3.700 
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70 
69 
53 
73 
53 


53 
68 
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76 
72 
82 
74 
68 


50 
68 
73 
73 
59 


71 
72 
70 
68 
66 


65 
59 


63 
62 
82 
60 





1V Households 
% No. 


22,610 
12,430 


7,270 
8,450 
4,000 


14,220 
9,750 


59,240 
5,760 


88,340 


3,900 
59,800 


224,190 


8,240 
23,340 
16,770 


161,400 


14,440 


423,090 


3,900 
18,380 
1,920 
17,390 
2,130 


3,790 
4,770 
5,130 
1,890 
45,330 


7,410 
5,910 
5,340 
3,920 
5,010 


8,200 
4,490 
4,170 
2,230 
3,290 


15,850 
5,870 
45,580 
9,580 
3,000 


7,750 
1,760 
5,510 
6,760 
6,850 


3,360 


1,460 
5,360 
4,640 
5,370 
5,470 


10,390 
6,340 
36,920 
2,230 








Total Tota Total Total 


State and House- 1V Households State and House- 1V Households State and House- TV Households State and House- 7V Households 
County holds % No. County holds % No. County e %& No. County holds % No. 
Spartan- | Harding 500 40 200 | Tenn. 941,100 73 689,480 Haywood 6,400 65 4,170 
burg 42,200 76 31,950 Hughes 3,300 55 1,820 | | Henderson 3,800 48 1,830 
Sumter 14,900 66 9,800 Hutchinson 3,000 72 2,170 | Anderson 15,100 75 11,320 Henry 6,500 50 3,260 
Union 7,600 68 5,150 | Hyde 700 54 380 Bedford 6,700 69 4,650 
Williams- | Jackson 500 & 170 | Benton 2,800 48 1,350 Hickman 3,100 65 2,020 
burg 9,100 73 6,670 Bledsoe 1,700 66 1,120 Houston 1,100 69 760 
Jerauld 1,000 49 490 Blount 16,200 83 13,430 Humphreys 2,800 68 1,900 
York 21,500 72 15,570 | Jones 600 45 270 Jackson 2,600 52 1,360 
| Kingsbury 2,800 67 1,880 Bradley 9,000 72 6,450 Jefferson 4,900 52 2,550 
S. Dak. 196,900 63 123,240 | Lake 2,800 79 2,200 Campbell 8,200 60 4,910 
| Lawrence 5,500 38 2,100 | Cannon 2,000 71 1,410 | Johnson 2,700 56 1,520 
Aurora 1,200 43 510 | Carroll 7,500 53 3,950 | Knox 68,200 87 59,670 
Beadle 6,800 49 3,330 Carter 11,000 71 7,810 Lake 3,000 54 1,630 
Bennett 800 46 370 oe aoe ~ _—- | Lauderdale 6,500 69 4,490 
Bon | Me Cook 2,300 78 1.300 | Cheatham 2,000 75 1,490 | Lawrence 7,000 52 3,610 
Homme 2,300 73 1,670 Mec Pherson 1.700 39 "670 | Chester 2,500 53 1,330 | 
Brookings 5,500 67 3,690 Marshall 2100 62 1.310 Claiborne 5,500 47 2,590 | Lewis 1,500 65 970 
: , Clay 1,700 52 890 Lincoln 6,700 43 2,890 
te 10,600 61 6,420 Meade 3,000 38 1,140 Cocke 5,300 51 2,710 Loudon 6,400 67 4,300 
rule 1,700 48 820 | Mellette 700 46 320 | Me Minn 9,000 56 5,010 
Buffalo 400 53 210 Miner 1.700 62 1.060 Coffee 7,600 70 5,350 | Mc Nairy 5,800 53 3,070 
Butte 2300 © 920 | Minnehaha 26.700 93 24,870 | Crockett 5,000 65 3,260 
Campbell 800 40 320 Meoliy 2500 78 1.950 Cumber- | Macon 3,500 65 2,270 
} . ‘ . land 4,700 46 2,150 Madison 17,700 67 11,880 
Charles Mix 4,600 48 2,220 | Davidson 105,200 87 91,510 Marion 5,000 66 3,300 
Clark 2,400 60 1,450 | Pen- Decatur 2,100 48 1,010 | Marshall 5,100 69 3,540 
Clay 3,100 86 2,660 nington 19,000 60 11,370 Maury 11,900 70 8,350 
Codington 6,200 60 3,730 | Perkins 1,800 40 720 | De Kalb 2,600 65 1,690 | 
Corson 1,400 39 550 | Potter 1,300 39 510 | Dickson 4,900 65 3,180 | Meigs 1,300 56 730 
Roberts 3,400 62 2,110 Dyer 8,200 74 6,090 | Monroe 5,600 68 3,830 
Custer 1,600 39 630 | Sanborn $1,300 60 780 | Fayette 6,100 69 4,190 | Mont- 
Davison 5,600 59 3,310 Fentress 3,300 47 1,560 gomery 12,400 78 9,730 
Day 3,300 62 2,040 | Shannon 1,100 45 500 Moore 1,100 43 470 
Deuel 1,500 60 900 | Spink 3,300 49 1,620 | Franklin 6,200 43 2,680 | Morgan 3,200 47 1,510 
Dewey 1,100 40 440 Stanley 300 43 130 | Gibson 14,800 61 9,000 
Sully 800 40 320 | Giles 6,700 48 3,200 | Obien 7,600 54 4,130 
Douglas 1,200 43 510 Todd 900 46 410 Grainger 2,900 47 1,360 Overton 4,000 52 2,090 
Edmunds 1,800 40 720 Greene 11,700 56 6,500 Perry 1,500 43 640 
Fall River 3,400 46 1,560 Tripp 2,400 51 1,230 Pickett 1,000 47 470 
Faulk 1,200 48 580 Turner 3,000 8&5 2,560 Grundy 2,900 55 1,590 Polk 3,000 68 2,050 
Grant 2.700 62 1,670 : x ‘ Hamblen 8,200 51 4,190 
ic. Gee oe 7700 | Hamilton 71,900 82 58,750 | Putnam —8,300_57 4,740 
Gregory 2,300 44 1,010 oe ; Hancock 1,800 47 840 | Rhea 3.900 56 2,180 
Haakon 700 36 250 | Washabaugh 100 40 40 | Hardeman 4,900 61 2,980 | Roane 8,600 75 6,440 
Hamlin 1,900 60 1,140 Robertson 7,600 74 5,640 
Hand 1,800 49 890 | Yankton 4,800 73 3,480 | Hardin 4,300 53 2,270 | Ruther- 
Hanson 1,300 60 7380 | Ziebach 600 38 230 | Hawkins 7,500 49 3,710 ford 11.600 78 9,060 
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NW TOW! 
WCSC-TV 


CHARLESTON, S. C. 


AREA INCREASE BY F.C.C. RULES 42.8% 
POPULATION INCREASE BY F.C.C. RULES 28.3% 


DUE TO FLAT TERRAIN ACTUAL AREA 
INCREASE WILL BE 85% 


525+ 
PRESENT Tower 





POPULATION INCREASE 50% 












TARGET DATE—NOV. 2, 1958 


<< 


Ae <e-- 





Nee) Exclusive National Representatives 


23 







AY 
NX] 
X 
: IX 
i x JOHN M. RIVERS, 
i i ownies 
ul X ” S WARD, INC. 
My i 2 PETERS, GRIFFIN, WOODWARD, INC. 
NY 


ES i2— 


Ld 





2a CBS-TV for coastal Carolinas 


























' Total Total 
rs | State and House- 1V Households State and House- 1V Households 
t ft County holds % No. County holds % 0. 
Scott 4,000 47 1,890 De Witt 6,200 62 3,850 
Sequatchie 1,300 66 860 Dickens 1,700 58 980 
Sevier 5,500 52 2,870 Dimmit 2,400 53 1,260 
Chattanooga = a.” =e 
Smith 3,500 65 2,270 
Duval 3,200 59 1,880 
Stewart 1,800 68 1,230 | Eastland 6,500 62 4,000 
| Sullivan 30,300 70 21,260 Ector 23,700 75 17,700 
| Sumner 8,800 86 7,590 Edwards 800 46 370 
= | Tipton 7,500 71 5.340 | Ellis 12,500 79 9,860 
| Trousdale 1,300 65 840 
| El Paso 72,100 82 59,050 
a Unicoi 3,900 52 2,020 Erath 4,800 64 3,060 
ives you tniee tom ah | Pals Sa By 
Van Buren 800 66 530 Fannin 7,200 61 4,360 
| Warren 6,700 55 3,660 Fayette 5,700 61 3,450 
Wash- 
ington 16,300 76 12,400 Fisher 2,400 68 1,620 
Floyd 2,800 73 2,050 
| Wayne 3,300 43 1,410 | Foard 1,100 63 690 
| Weakley 6,900 49 3,380 Fort Bend 8,400 80 6,680 
q | White 4,000 46 1,840 Franklin 1,300 57 740 
| Williamson 5,700 82 4,700 
Wilson 7,700 68 5,220 Freestone 3,500 57 1,980 
| Frio 2,700 74 1,990 
| Texas 2,650,600 77 2,038,180 Gaines 2,400 64 1,540 
| Galveston 37,000 82 30,390 
ay i u Ss Anderson 8,100 60 4,820 Garza 1,800 71 1,270 
| Andrews 3,000 64 1,920 
Angelina 11,500 63 7,260 Gillespie 3,100 56 1,750 
Aransas 1,100 55 600 | Glasscock 200 65 130 
Archer 1,700 70 1,190 | Goliad 1,300 64 830 
| Gonzales 5,400 69 3,740 
| Armstrong 400 78 310 | Gray 9,200 71 6,510 
Atascosa 4,700 74 3,470 
Austin 3,900 64 2510 | Grayson 24,900 75 18,690 
Bailey 2,200 77 1,700 | Gregg 21,700 72 15,640 
Bandera 1,200 75 900 Grimes 3,400 69 2,350 
Guadalupe 7,300 77 5,600 
Bastrop 4,900 60 2,940 Hale 10,000 76 7,550 
Baylor 1,700 70 1,190 
NCS #3 figures show % 6:8 3s | Hau asm mage 
| Bell 24,200 77 18,580 | Hamilton 2,800 64 1,790 
Bexar 163,800 84 137,250 | Hansford 1,200 82 980 
| Hardeman 3,000 63 1,900 
Bianco 1,100 70 770 | Hardin 5,700 59 3,360 
= Borden 200 70 140 
| Bosque 2,900 64 1,850 Harris 356,600 87 310,600 
Bowie 20,500 73 14,880 Harrison 13,500 67 9,040 
STATION RR is2 280 | Brazoria 17,400 84 14,690 Hartley 500 80 400 
’ | Haskell 3,400 69 2,350 
Brazos 12,400 62 7,660 | Hays 5,100 70 3,560 
STATION C 175,640 Brewster "1900 44 Si | 
’ Briscoe 900 56 500 Hemphill 1,200 55 660 
’ . | Brooks 3,000 57 1,710 | Henderson 5,300 55 2,920 
| Brown 8,800 59 5,150 | Hidalgo 47,000 68 31,950 
ARB July 58 4-week ratings shows | ain? “Sim se “Gam 
| Burleson 2,900 62 1,810 | Hockley 6,000 77 4,630 
| Burnet 2,700 70 1,890 
T | Caldwell 4,600 69 3,180 Hood 1,300 77 1,000 
WR - Vy 43 5 | Calhoun 3,200 55 1,760 | Hopkins 6,000 57 3,440 
- | Callahan 2,200 61 1,350 | Houston 5,100 55 2,820 
| Howard 9,400 71 6,670 
Cameron 42,300 65 27,690 Hudspeth 1,000 59 590 
STATION B 36.8 Camp 2,300 60 1,380 
Carson 1,800 77 1,390 Hunt 12,500 82 10,310 
Cass 5,900 69 4,100 Hutchin- 
STATION Cc 28.6 Castro 1,400 65 910 son 10,600 88 9,300 
Irion 400 63 250 
Chambers 2,200 82 1,800 Jack 1,900 76 1,450 
Cherokee 9,400 60 5,600 | Jackson 3,600 64 2,300 
Childress 3,000 52 1,570 
Clay 2,300 78 1,800 Jasper 5,300 57 3,010 
Cochran 1,800 77 1,390 Jeff Davis 500 58 290 
Jefferson 69,000 81 55,900 
Coke 1,200 68 810 Jim Hogg 1,100 49 540 
Coleman 3,400 65 2,210 Jim Wells 8,100 55 4,490 
Collin 13,200 82 10,790 | 
CHANNEL Collings- | Johnson 11,100 84 9,310 
worth 2,100 52 1,100 | Jones 6,200 68 4,190 
Colorado 4,900 61 2,970 Karnes 3,900 63 2,470 
Kaufman 7,100 78 5,510 
Comal 6,000 70 4,190 Kendall 1,600 75 1,200 
Comanche 3,600 54 1,950 
Concho 1,300 55 720 | Kenedy 100 60 60 
Cooke 7,400 78 5,780 Kent 400 55 220 
Coryell 4.200 71 2,980 Kerr 4,300 57 2,430 
Kimble 1,200 57 680 
Cottle 1,400 51 720 King 200 55 110 
Crane 1,600 58 920 
Crockett 1,200 48 580 Kinney 500 52 260 
Crosby 2,500 74 1,840 Kleberg 7,000 56 3,940 
— Culberson 500 62 310 | Knox 2,600 63 1,640 
| Lamar 12,900 45 5,810 
Dallam 2,400 80 1,910 | Lamb 5,900 77 4,550 
Dallas 263,000 88 232,320 
100,000 WATTS, CHATTANOOGA, TENN. Dawson 6100 64 3.890 | Lampasas 2,900 70 —-2,030 
Deaf Smith 3,300 64 2.120 | LaSalle 1,800 59 1,060 
as Delta 1,800 57 1,030 | Lavaca 5,400 62 3,360 
Represented by H.R, Television, Inc. Lee 2,300 60 1,380 
-Denton 12,500 82 10,300 | Leon 2,600 59 1,540 
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NOW fi just RELEASED NCS #3 FIGURES 
REVEAL WHAT ADVERTISERS HAVE LONG KNOWN... 


WFAA-TV sa “MUST BUY” 


in one of the nations “MUST MARKETS!” 


098,000... 


in the vast market coverage area of WFAA-TV! 


(based on NCS #8) 





DALLAS & FT. WORTH - the nation’s 12th 
ranking metropolitan market in terms of retail 
sales —as well as its rich surrounding trade 


area—now substantiated to be under the 
powerful signal of WFAA-TV! 


FOR AN AMAZING LOOK AT WHAT YOUR TV DOLLAR 
WILL BUY IN DALLAS TODAY CALL OUR 


PETR YMAN for a closer look at some very revealing 


facts on NCS #3. 


WEAASTYV pacsas 


A television service of 
The Dallas Morning News 
Edward Petry & Co. National Representatives 
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Total Total Total 
State and House- 1V Households State and House- 1V Households State and House- 1V Households State and House- 1V Households 
County holds % No. County holds % No. County holds % No. County holds % No. 
Liberty 7,800 82 6,360 Milam 5,400 60 3,260 Panola 4,200 48 2,020 Sabine 1,800 56 1,010 
Limestone 5,500 63 3,440 Mills 1,400 70 980 Parker 7,400 77 5,700 San 
Lipscomb 1,100 55 600 Mitchell 4,100 69 2,830 | Parmer 1,500 64 960 Augustine 1,700 53 900 
Live Oak 1,900 58 1,110 Montague 4,500 78 3,510 | San 
Liano 1,600 51 820 Ment- Pecos 2,700 48 1,290 Jacinto 1,600 64 1,030 
gomery 7,000 75 5,240 Polk 3,700 65 2,390 San 
Loving 100 50 50 | Potter 38,200 86 32,950 Patricio 9,900 68 6,780 
Lubbock 48,300 78 37,700 Moore 7,800 80 6,210 | Presidio 1,400 44 610 
Lynn 2,800 71 1,980 Morris 2,400 69 1,660 | Rains 600 78 470 San Saba 2,200 51 1,130 
Me Culloch 3,000 55 1,660 Motley 1,000 53 530 Schieicher 700 49 340 
Me Lennan 42,000 82 34,560 Nacog- | Randall 7,000 79 5,560 | Scurry 9,300 67 6.230 
doches 8,000 58 4,600 | Reagan 900 61 550 | Shackelford 1,100 62 680 
Me Mullen 400 58 230 Navarro 10,600 - 80 8,470 Real 700 57 400 Shelby 5,400 4s 2,620 
Madison 1,700 58 990 | Red River 5,000 53 2,670 | 
Marion 2,200 70 1,530 Newton 2,300 57 1,300 | Reeves 4,900 52 2,570 | Sherman 700 7 550 
Martin 1,400 64 900 Nolan 6,000 68 4,060 | Smith 24,000 72 17,280 
Mason 1,400 51 720 | Nueces 68,200 77 52.300 | Refugio 2,600 55 1,430 | Somervell 800 65 520 
| Ochiltree 2,000 56 1,110 Roberts 300 57 170 Starr 3,100 50 1,550 
Matagorda 7,300 64 4,660 Oldham 400 65 260 | Robertson 4,700 60 2,830 Stephens 3,500 62 2,160 
Maverick 3,100 53 1,630 Rockwall 1,400 75 1,050 
Medina 4,600 75 3,450 Orange 17,000 74 12,640 Runnels 4,300 65 2,790 Sterling 300 60 180 
Menard 1,100 55 610 Palo Stonewall 900 67 600 
Midland 16,700 80 13,390 Pinto 6,000 77 4,630 Rusk 12,100 64 7.760 Sutton 1,000 49 490 
a = Swisher 2,400 65 1,560 
Tarrant 173,400 86 148,950 
Taylor 24,700 76 18,860 
Terrell 900 48 430 
Terry 4,200 73 3,070 
Throck- 
morton 900 69 620 
Titus 4,700 53 2,510 
Tom 
Green 21,600 73 15,740 
Travis 52,100 78 40,830 
Trinity 2,300 64 1,480 
Tyler 2,900 60 1,740 
Upshur 4,800 60 2,880 
Upton 1,600 62 990 
Uvalde 4,800 56 2,680 
Val Verde 4,900 46 2,230 
Van Zandt 5,200 78 4,070 
Victoria 11,100 58 6,420 
Walker 4,100 69 2,840 
. . . the Beaumont-Port Arthur-Orange on an oa 
market is 90th in the Wash- : a 
. g : ington 5,000 66 3,320 
Nation* . . . 5th in Texas* in Webb 15,200 56 8,480 
automotive sales. And only Wharton 9,800 7: 7,070 
. . . Wheeler 2,300 52 1,200 
KFDM-TV delivers this entire area Wichita 35.400 80 28,370 
Wi Wilbarger 5,800 70 4,060 
of over 1 million prosperous Willace ay as 
Texans. For Auto Sales 
William- 
... Buy son 10,000 75 7,480 
Wilson 3,100 76 2,370 
KFDM-TV Winkler 3,400 58 1,970 
Wise 4,200 76 3,190 
*S. M. Survey of Wood 4,900 60 2,940 
Yoakum 1,000 73 730 
Young 4,500 69 3,100 
Zapata 1,000 50 500 
Zavala 2,700 56 1,510 
Utah 233,500 86 201,290 
Beaver 1,000 38 380 
Box Elder 6,000 90 5.390 
Cache 9,900 87 8,600 
Carbon 7,100 55 3,890 
Daggett 100 40 40 
Davis 14,100 92 13,010 
Duchesne 1,700 44 750 
Emery 1,400 55 770 
Garfield 700 37 260 
Grand 1,300 58 760 
Iron 2,800 36 1,020 
Juab 1,400 61 860 
Kane 600 37 220 
Millard 2,200 61 1,350 
Morgan 700 79 550 
Piute 300 37 110 
Rich 500 78 390 
Salt Lake 103,000 94 96,860 
San Juan 1,300 44 570 
Sanpete 3,300 61 2,020 
Sevier 3,100 61 1,900 
Summit 1,400 79 1,100 
Tooele 5,400 83 4,490 
See PETERS-GRIFFIN-WOODWARD, INC. Uintah 2,500 44 1,100 
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Reader’s Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked: 


Number of copies 
Auto Dealers (66 case histories) — 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) —— 
Beer & Ale (42) — 
Candy & Confectionery Stores (16) —— 
Coffee Distributors (16) — 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) — 
Dairies & Dairy Products (26) — 
Department Stores (37) — 
Drugs & Remedies (36) o— 
Dry Cleaners & Laundries (10) _— 
Electrical Appliances (24) -— 
Electric Power Companies (16) — 
Farm Implements & Machinery (12) —— 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) — 
Gasoline & Oil (28) — 
Groceries & Supermarkets (23) — 
Hardware & Building Supplies (17) —— 
Home Building & Real Estate (14) ——- 
Insurance Companies (14) —-- 
Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) — 
Moving & Storage (26) — 
Newspapers & Magazines (20) — 
Nurseries, Seed & Feed (12) = 
Pet Food & Pet Shops (12) — 
Restaurants & Cafeterias (22) — 
Shoe Stores & Manufacturers (18) —— 
Soft Drink Distributors (16) — 
Sporting Goods & Toys (24) — 
Telephone Companies (10) —— 
Television & Radio Receivers (14) —— 
Theatres (24) -—- 
Tires & Auto Accessories (12) — 
Travel, Hotels & Resorts (15) — 
Weight Control (12) —. 
Women’s Specialty Shops (14) —- 


Name __ 
Company _ 
Position _ 
Address 
City 


State___ ee 





C) Bill me 
C1 I enclose payment 


C) Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 

Product Groups. 





The case of 
the reluctant 
advertiser 





Every television salesman has a few prospects who 
should be customers but who, for one reason er 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
success stories includes literally dozens of actual 
experiences in television by firms in every busi- 
ness group. 


One of these product group stories will fit your 
reluctant prospect— it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this page. 
Fill it out and return it today. 





| 
| 


























State and House- 1 
County holds 
Utah 26,900 
Wasatch 1,300 
Washington 2,700 
Wayne 300 
Weber 30,500 
Vermont 105,300 
8 Addison 4,900 
Bennington 7,400 
Caledonia 6,800 
Chittenden 18,200 
| Essex 1,700 
8 . 8. 8 | Franklin 7,900 
irginia S | GrandIsle 800 
| Lamoille 2,800 
Orange 4,400 
Orleans 5,400 
| 
L R F | Rutland 12,800 
Wash- 
ington 12,100 
| Windham 8,000 
V | Windsor 12,100 
| 
| Va. 983,200 
| 
| Accomack 10,000 
Albemarle 14,500 
| & | Alleghany 7,600 
Amelia 1,700 
Amherst 4,500 
| Appo- 
an mattox 1,900 
Arlington 74,600 
| Augusta 18,900 
Bath 1,500 
0 u r | Bedford 7,600 
Bland 1,400 
Botetourt 4,000 
Brunswick 4,200 
+ | Buchanan 8,000 
U | Buck- 
ingham 2,500 
e Campbell 22,000 
Caroline 2,700 
in Carroll 6,700 
Charlotte 3,300 
Charles 
e e ’ i City 900 
| r | n | 4 S | Chester- 
field 13,000 
Clarke 1,800 
| Craig 700 
4 | Culpeper 3,400 
ar e Cumber- 
land 1,600 
7 Dickenson 5,100 
| Dinwiddie 14,000 
iS Essex ,500 
| Fairfax 47,800 
| Fauquier 5,700 
| Floyd 2,700 
| Fluvanna 1,700 
- | Franklin 6,000 
| Frederick 9,700 
| Giles 5,000 
e | 
Gloucester 3,000 
i Goochland 1,700 
Maximum Power Gayne | 
Greene 1.300 
e ° Greensvill 4,000 
Maximum Height vere 
Halifax 9,500 
Hanover 5,900 
Henrico 92,100 
Henry 13,200 
Highland 800 
Isle of 
Wight 3,700 
James City 2,800 
King & 
Queen 1,400 
Nationally Repri ted b “— 
y epresen yY George 1,700 
Peters-Griffin- Woodward King 
William 1,900 
Lancaster 2,300 
Lee 7,400 
Loudoun 5,400 
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Total Total 
State and House- 1V Households State and House- 1V Households 
County holds % No. County holds % No. 
Louisa 2,900 73 2,1 nem ; 2,900 67 1,930 
‘azewell 11,600 57 6 
Lunenburg 3,500 57 1,990 | Warren 4,300 75 = 
Madison 2,100 60 1,270 Wash- 
— 1,700 76 1,300 ington 13,300 56 7,390 
ec. — 
lenburg 8,000 66 5,270 West- 
Middlesex 1,900 76 1,440 moreland 2,800 72 2,010 
a 13,100 58 7,660 
Mont- ythe 5,700 58 3,280 
gomery 10,500 85 8,950 | York 4,600 76 3,510 
Nanse- 
mond 10,400 77 8,040 Wash. 894,300 81 727,990 
Nelson 3,200 70 2,240 
New Kent 1,000 75 750 ery = = 2,480 
Newport Ssotin , 2,740 
News 49,500 88 43,540 | Benton 21,600 64 830 
| Chelan 14,400 65 9,350 
Norfolk 142,100 88 125,640 | Clallam 9,100 80 7, 
North- 
ampton 4,600 62 2,850 | Clark 27,700 84 = 23,370 
Northum- Columbia 1,600 66 1,060 
berland 2,400 71 1,710 | Cowlitz 19,100 69 13,250 
Nottoway 4,200 66 2,790 | Douglas 4,500 57 2,560 
Orange 3,300 69 2,280 | Ferry 1,100 66 730 
Page 3,900 66 2,570 | Franklin 7,300 69 5,030 
Patrick 3,700 55 2,020 | Garfield S00 600 
a ’ ’ Grant 14,600 65 9,540 
Pittsyl- ai Grays 
vania 27,800 70 19,470 ate 
, arbor 19,200 68 13,080 
Powhatan 1,200 73 880 aunts 
mateae Island 4,300 83 3,590 
Edward 3,800 67 2,530 Jefferson 2,400 81 1,950 
webhee King 293,100 86 252,500 
Kitsap 26,500 88 23,440 
George 10,200 75 7,650 | Kittitas 6,100 60 3,640 
—— a ee Klickitat 4,200 59 2,490 
PWilliam 5,800 86 «seo | iuoin 60 kee 
eeGead 7,700 73 5,640 | Mason 5,000 82 4,080 
ppa- Okanogan 8,800 58 5, 
hannock 1,300 61 790 | Facies’ 5,500 61 oa 
Richmond 1,400 71 1,000 Pend 
Roanoke 41,000 87 35,730 Oreille 2,400 67 1,600 
—e 7,400 56 4,170 Pierce eo 88 83,340 
ock- San Juan 1,1 83 910 
ingham 13,000 73 9,500 Skagit 15,800 74 11,660 
Russell 6,200 53 3,260 Skamania 1,800 73 1,320 
Scott 6,600 58 3,840 Snohomish 46,900 87 40,980 
Shenandoah 5,700 66 3,760 Spokane 91,600 88 80,310 
Smyth 7,100 59 4,200 Stevens 6,400 67 4,260 
South- Thurston 16,200 83 13,370 
are 6,300 62 3,920 Wahkiakum 1,000 61 610 
potsyl- 
vania 6,700 73 4,890 Walla 
Walla 13,000 64 8,330 
Stafford 3,300 73 2,420 Whatcom 24,700 73 17,950 
Whitman 9,100 69 6,320 
Surry 1,500 76 1,140 Yakima 46,800 82 38,600 
Reprints 
of the County-by-County Television 
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Homes Section are available at 25c 
each (20c in lots of 10 or more). 
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STATION B 
HIGH { MAXIMUM | LOW __ * 
CHANNEL | POWER | TOWER — 0 
STATION C 
HIGH | MAXIMUM | HIGH __ “hg 
CHANNEL | POWER | TOWER ~~ 





WSAZ-TV 


LOW | MAXIMUM HIGHEST 
CHANNEL POWER | TOWER 





NIELSEN NCS # 3 
% PENETRATION OF 68 COUNTIES IN COVERAGE AREA 


WSAZ-TV_ Sta.B Sta. C 
100% Coverage 


Counties 21 * 0 % 1* 
More Than 75% 
More Than 50% 

Coverage Counties 57 26 39 
Total Coverage 

Counties 68 43 50 














HUNTINGTON-CHARLESTON, W. VA. 


Affiliated with Radio Stations 
WSAZ, Huntington 6 WKAZ. Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
C TOM GARTEN, Commercial Manager 


Represented by The Katz Agency 


Coverage Counties 43 12 22 
| 
| 
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Total } Total Total 
State and House- 1 






























































V Households State and House- 1V Households State and House- 1V Households 
County holds % No. County holds % No. County holds % No. 
W. Va. 514,800 74 382,500 | Iron 2,500 78 1,950 beg — 7 2.1% 
Jackson 4,800 79 3,800 falworth 15,000 90 13,550 
Barbour 4,500 54 2,430 Jefferson 13,400 90 12,120 Washburn 3,200 75 2,390 
Berkeley 8,000 79 6,300 Juneau 5,100 69 3,520 
Boone 7,700 74 5,710 Kenosha 26,200 91 23,910 Wash- 
Braxton 3,600 50 1,810 ington 10,300 92 9,470 
Brooke 6,800 92 6,260 Kewaunee 4,700 89 4.180 Waukesha 35,400 91 32,240 
| LaCrosse 21,600 83 18.030 Waupaca 10,500 90 9,430 
Cabell 34,800 91 31,520 Lafayette 5,200 80 4.140 Waushara 4,200 74 3,120 
Calhoun 2,000 60 1,190 Langlade 6,000 79 4.710 Winne- 
Clay 3,300 62 2,040 Lincoln 6,500 78 5,100 bago 30,500 88 26,870 
Doddridge 2,000 52 1,030 
Fayette 20,500 72 14,730 Manitowoc 20,600 91 18.700 Wood 15,500 81 12,570 
Marathon 23,300 82 19,190 
Gilmer 1,900 47 900 Marinette 10,400 84 8,710 
Grant 2,100 53 1,120 Marquette 2,700 75 2,020 Wyoming 97,100 54 52,270 
Greenbrier 9,100 71 6,500 Mil- 
Hampshire 2,900 55 1,590 waukee 310,200 92 286,860 Albany 6,900 52 3,560 
Hancock 9,700 90 8,760 Big Horn 3,700 45 1,660 
Monroe 8,600 81 6.950 Campbell 1,300 38 500 
Hardy 2,100 53 1,120 Oconto 7,300 89 6,470 Carbon 5,200 55 2,880 
Harrison 22,500 59 13,170 Oneida 6,700 72 4,840 Converse 1,600 53 840 
Jackson 3,400 60 2,040 Outagamie 25,700 91 23,330 
Jefferson 4,300 84 3,630 Ozaukee 7,700 91 7,010 Crook 1,200 38 460 
a - Kanawha 70,500 87 61,300 Fremont 6,200 44 2,730 
Pepin 2,100 82 1,730 Goshen 3,700 52 1,910 
ae i. S Lewis 4,500 54 2.410 Pierce 6,200 82 5,090 Hot Springs 1,800 43 780 
Lincoln 4,700 83 3,890 | Polk 7,400 89 6,580 Johnson 1,400 40 560 
Second argest ar et Logan 18,000 78 14,000 Portage 9,400 81 7,660 
The market you must buy, Mc Dowell 20,500 73 14,980 Price 4,600 73 3,340 Laramie 17,200 82 14,020 
if you buy outside of Milwaukee! Marion 19,900 7 15,490 Lincoln 2,300 52 1,200 
Racine 37,200 92 34,140 Natrona 14,600 53 7,800 
Marshall 9,000 87 7,840 | Richland 5,400 73 3,950 Niobrara 1,100 46 510 
POPULATION Mason 6,000 83 4.960 | Rock 32,900 86 23.990 | Park 6,000 47 2,820 
Mercer 19,400 72 13,990 Rusk 4,500 73 3,270 
ste Mineral 5,600 55 3,080 St. Croix 7,900 89 7,070 Platte 2,400 46 1,100 
] 646 800° Mingo 11,100 7 8,660 - Sheridan 6,000 45 2,710 
ti J uk 11,300 83 9,390 Sublette 900 37 330 
Monon- Sawyer 2.900 73 2,130 Sweetwater 6,600 43 2,870 
galia 16,200 81 13,130 | Shawano 9,600 84 8,060 Teton 800 48 380 
EFFECTIVE BUYING INCOME Monroe 3,000 60 1,810 | Sheboygan 26,600 90 24.060 
Morgan 2,100 55 1,160 | Taylor 4,700 73 3,420 Uinta 1,700 52 890 
Nicholas 6,600 62 4,070 Washakie 2,100 40 S40 
? 329 553 000 Ohio 22,600 91 20,560 Trem- Weston 2,300 38 870 
g v a pealeau 6,800 79 5,380 Yellow- 
Pendleton 2.000 54 1,070 | Vernon 7,400 74 5,450 stone Pk. 100 50 50 
Pleasants 1,400 69 960 
Pocahontas 2,700 53 1,440 
Preston 7,500 63 4,750 
Putnam 5,100 83 4,220 
$1,850,157,000 Er A man 
tf / tf Raleigh 23,400 65 15,260 d l 
Randolph 7,200 55 3,970 
Ritchie 2,800 48 1,330 nee s on yY 
Roane 3,700 60 2,210 
Summers 4,200 60 2,540 one reason... 
$440 143 000 Taylor 4.300 63 2,720 
/ I Tucker 2,200 54 1.180 
Tyler 2.400 68 1.640 
Upshur 4,800 34 2.600 
Wayne 8,500 78 6,660 
Webster 3,900 54 2,090 
Wetzel 4,600 68 3,130 
/ / Wirt 1,200 61 730 
* Copr. 1958, SALES MANAGEMENT Wood 22,800 64 14,700 
Survey of Buying Power Wyoming 9,200 67 6,120 
further reproduction not licensed 
Wisc. 1,112,300 87 71,630 
Adams 2,500 69 1,730 
a Ashland 5,500 78 4,280 
382 900 = Barron 10,800 81 8,740 
» | Bayfield 3,800 73 2.770 
* Source: Television Magazine Brown 30,400 91 27,650 
Buffalo 4,300 82 3,530 
ABC © CBS Burnett 2,900 74 2,160 
Calumet 5,600 89 4,970 
Tower . . . 1165 ft. above average terrain Chippewa 12,300 82 10,110 
Clark 9,000 76 6,860 
Columbia 11,000 81 8,880 
Crawford 4,400 73 3,230 
Dane 59,000 87 51,090 
Dodge 17,200 90 15,550 ; 
— a. ae Fight Cancer 
G R E E N B AY Douglas 14,100 84 11,820 7 
Wiccencte wen 7700 $3 = 6300 with a checkup 
mes wily Eau Claire 17,700 89 15,770 
Florence 900 73 660 


Soren H. Munkhof 
Exec. V.P. & Gen. Mgr 


Mage ere peared and AMERICAN 
1,690 a check CANCER 


8 


WERV ¢ TV Building, Green Bay, Wis. 


Forest 2,300 73 $0 
Grant 12,300 80 9,880 CIETY 
we. Green 7,500 80 5,980 
HEADLEY-REED TV Reps. Green Lake 4,600 74 3,420 
Iowa 5,600 73 4,110 
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the BIG CHEESE in 


WISCONSIN 
e The area with the HIGHEST indus- 


trial weekly wage in the state 


(U.S. Employment Bureau figures) 


Serving the RICHEST farm 
counties in the Midwest with over 
54,000 farm families. 


Serving the giant land of 34 million 
people and two million cows with our 
new 1,000 foot tower and maximum 


power 


WEAU-TV 


Eau Claire, Wisconsin 


See your Hollingbery Man 


in Minneapolis, see Bill Hurley 
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KANSAS CITY KCMO KCMO-TV The Katz Agency 
SYRACUSE WHEN WHEN-TV The Katz Agency 
PHOENIX KPHO KPHO-TV The Katz Agency 
OMAHA WOW WOW-TV John Blair & Co. — Blair-TV 
TULSA KRMG John Blair & Co. 


Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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TELEVISION AGE 


A new angle in spot selling which 
gives an advertiser some of the 
advantages of program sponsorship has 
been unveiled by KTTV Los Angeles. 

Hailed as “revolutionary,” the plan 
offers advertisers 85-to-95-per-cent sat- 
uration of the Southern California mar- 
ket during a month’s time through 
sponsorship of eight different syndi- 
cated programs. 

John Vrba, KTTV vice president in 
charge of sales, states 18 months of re- 
search revealed that programming cer- 
tain types of shows during a four-week 
period would guarantee unlimited, un- 
duplicated coverage. Two packages of 
eight shows each have been made avail- 
able for purchase, with an individual 
sponsor's commercials appearing on 
four programs one week and on the 
other four the next. 

A sponsor in the “Big Reach” plan 
participates in Highway Patrol, Citizen 
Soldier, Policewoman and Dial 999 
during the first week. This is followed 
by participations in New York Confi- 
dential, Colonel Humphrey Flack, Code 
3 and Highway Patrol. (The second 
showing of Highway Patrol is a re-run 
series not shown in the market for the 
past two years.) 


The second series of films. the 


SEPTEMBER 22, 1958 


a review of 
current activity 
in national 
spot tv 


“Cover-All” plan, includes San Fran- 
cisco Beat, U. S. Marshal, Tugboat 
Annie and others. 

In each half-hour program, three one- 
minute spots and two 20's are sold. 
Time sales are on a 52-week basis with 
the usual 13-week option periods. Pro- 
grams are scheduled at various times 
during the 7-11 p.m. Class AA period. 

In addition to a number of west- 
coast sponsors, Blair-Tv (representing 
the station) had lined up participations 
by Jergen’s lotion, Robert Burns cigars, 
Super Anahist, Peter Pauls’ Mounds, 
Falstaff beer and L&M cigarettes at 





Leonard Stevens, timebuyer at Weight- 
man, Inc., Phila., recently placed five- 
city schedules for Pennsylvania Dutch 
noodles. 





REPORT 


press time. The packages begin telecast- 
ing the first week in October. 

According to Mr. Vrba, “the new 
KTTV plan offers program identification 
with eight different shows, big-program 
prestige and merchandise-ability, com- 
mercials locked into the program and 
repetitive impressions through habit- 
viewing. It also provides saturation and 
diversification of audiences—and it 
gives all these with a low-cost-per- 
thousand.” 

* * « 

On the daytime front, a number of 
buyers are showing concern over the 
sudden lack of minute availabilities. 
One put the reason on “the discovery 
that you can often get three daytime 
minutes for less than a single night 20, 
with virtually the same size audience.” 
“What minutes are available,” said an- 
other, “are in such fringe times that 
we don’t want them.” Another buyer 
complained about station delays in sup- 
plying avails, so that by the time he re- 
ceived them, many were already sold 
elsewhere. 


B. C. REMEDY CO. 
(N. W. Ayer & Son, Inc., Phila.) 


Placements of minute films begin the first 
of next month in Cleveland, Youngstown, 
Indianapolis and Pittsburgh for B. C. 
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“FILM CENTRAL" for network operations. From this 
control room all the ABC film shows are fed to affiliates. 


How ABC-TV gets top picture quality 
for all its network film shows.... 


—Converts 100% to RCA Vidicon Film Camera Chains! 


“For the top quality we require in our network film 
shows we chose RCA Vidicon film equipment,” says 
Frank Marx, Vice-President, Engineering. They were 
so satisfied with their quality network film purchase 
that they converted all their film equipment to 
RCA Vidicon! Now they’re piping the highest pic- 
ture quality down their entire network line. Popular 
film shows like ““Maverick’”’ get the very best treat- 
ment, which pays off in viewers. 


ABC first made careful tests of competing equipment. 
RCA Vidicon film camera chains showed up in first 


place. Frank Marx summed it up like this, “In all our 
tests RCA Vidicon equipment proved best. We feel 
we moved miles ahead in film programming quality 
when we installed these modern Vidicon chains at all 
our stations.” 


Their first two chains were delivered in October, 
1954, for the Disneyland opening in New York. Other 
chains soon followed. Then, in December, 1957, they 
decided to go “all the way” at all their stations. 
Today, ABC-TV is 100% RCA Vidicon. The results 
speak for themselves. 















\ 
Te 





NERVE CENTER of ABC-TV operations—the master 
tontrol room—is largely RCA equipped. 





PROTECTION SYSTEM. RCA TP-6 16 mm professional “KEY TO QUALITY" of their network film programs . . . these two 
projectors are used to double-up with 35 mm network pro- RCA TP-35 projectors, monoplexed to Vidicon film camera chains. 
jectors to insure on-air continuity in event of mishap. TP-6's 

are used throughout ABC local film rooms. 


EXHAUSTIVE TESTS of equipment, preceding decision 

to buy RCA, pointed out important fact: “RCA has the 

qality!” And here, Al Malang, a video facilities engineer, : 

demonstrates camera features to group of ABC executives “ey 9 . { . 
headed by Frank Marx, Vice-President, Engineering; includ- ™ 

ing Wm. H. Trevarthan, Director, Network Operations; John 

G. Preston, Director, Engineering Facilities; and Verne 

Pointer, Chief Video Facilities Engineer. Al Josephsen, RCA, 

looks on. 





Your RCA Broadcast Representative will be glad to explain how 
RCA Vidicon film equipment can make a success of your film 
room! In Canada: RCA VICTOR Company Limited, Montreal. 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N ,. 





opportunity 
knocks 
thrice 


Every month, Standard 
Rate’s Spot Radio and 
Spot TV books give you 
3-way use-traffic for 
your Service-Ads 
because - 


1. the map of your 


market, and 


2. the statistics 
on your market 
are there 

right where 

they belong, with 


3. regular listings of 


rates and data . 


This gives you a 
great opportunity to 
take advantage of the 
tripled use-traffic with 
your Service-Ads in 






















appropriate positions 
near your market data 


and near your listing 


SROS 


Standard Rate & 


Data Service, Inc. 
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HEADACHE POWDER. The schedules will 
run 13 weeks. Martha Gehring is the 
timebuyer. Activity is also indicated from 
the C. Knox Massey & Assoc. agency han- 
dling B. C. in the south. Mr. Massey is the 
contact. 


| BEST FOODS, INC. 


(SSC&B, N. Y.) 


Filmed day and night minutes started the 
middle of this month in about eight top 
markets for H-O QUICK OATS and in two 
markets for INSTANT oats. Two flights of 
six weeks’ duration will run. Robert 
Anderson is the timebuyer. 


BINNEY & SMITH CO. 

(James Thomas Chirurg Co., Inc., 

i 

Nov. 30 is the starting date for a pre- 
Christmas push on CRAYOLA crayons over 
a quartet of stations in San Francisco, and 
stations in four Wisconsin cities. Live 


| minutes and filmed 20’s will be used in 


and around kid shows. Media director 
Charles Patterson, assisted by Abbey 
Lester, handles the buying. 


BLOCK DRUG CO. 
(SSC&B, N.Y.) 


| Schedules of day and late-night minutes 
| for PY-CO-PAY toothbrushes began early 


this month for 13-week runs in Phila- 
delphia, Baltimore, Tulsa and Dallas. 
GREEN MINT mouthwash is running 
similar schedules of day and night minutes 
in New York and Philadelphia. Ira 


Gonsier is the timebuyer. 


BORDEN CO. 
(DCS&S, N.Y.) 


The first of this month saw schedules of 
filmed minutes and 20’s begin in an 
expanded number of major markets for 
BORDEN’S INSTANT COFFEE. The 
schedules will run until mid-December. 
Robert Widholm is the timebuyer. | 


| CHESEBROUGH-POND’S, INC. 


(McCann-Erickson, Inc., N. Y.) 
The fall campaign for PERTUSSIN cough 


| syrup should include a few more markets 


than used last year, bringing the total over 
30. Daytime minutes will be used in the 







































Raymond Dietrich, formerly with Y&R, 
San Francisco, has joined the Los An- 
geles office of EWRR as tv-radio pro- 


ducer. 


schedules starting next month. Judy Bender 
is the timebuyer. 


CHURCH & DWIGHT CO., INC. 
(J. Walter Thompson Co., Inc., N.Y.) 


A first entry into tv spot for its COW and 
ARM & HAMMER brands of baking soda 
begins late this month for this company. 
Schedules of ID’s will run for eight weeks 
in about 50 major markets. Mario Kircher 
is the timebuyer. 


COASTAL FOODS CO. 

(W. B. Doner & Co., Detroit) 

Some 26-week schedules for PHILLIPS 
SOUPS are being placed in selected 
markets, to start Oct. 1. Ellen Dryer, media 


director, is the contact. 


CONTINENTAL WAX CO. 
(Product Services, Inc., N. Y.; 


Going strong in New York and other 
markets in which it’s been introduced, SIX 
MONTH floor wax moves into the 
Connecticut Valley area with saturation 
schedules in Hartford, New Haven, etc. 
Minutes, 20’s and ID’s are set for an 
initial four weeks. Les Persky is the 
contact. 





: Personals 


ED GREEN, formerly timebuyer on 
Ford at J. Walter Thompson, New 
York, has been assigned to Bristol- 
Myers at DCS&S in the same capacity. 
DOROTHY THORNTON will take 
over his Ford duties at JWT. 


SANFORD E. REISENBACH has 
joined S. R. Leon, New York, as media 
director. He'll be buying on all the 
agency's accounts including Burlington 
Mills, Channel Master Corp. and 
Mastic Tile Corp. He was previously a 
media buyer at Dancer-Fitzgerald- 
Sample. MRS. JEAN ANDERSON, 
media buyer at Leon, has retired. 


ALFRED THOMAS PRANGE has 
been appointed director of television 
and radio at Raymond Spector, New 
York. He had formerly held a similar 
position at International Latex. 


BOB INNES, who had been buyer 
on General Foods’ Post Cereals at 





Benton & Bowles, New York, has left 
the agency to join the wcss-tv New 
York sales department. 


STEPHEN J. COLIN has been 
named media director at Harold M. 
Mitchell, Inc., Hemstead, New York. 


GREGORY STONE has joined J. 
Walter Thompson, New York, as assist- 
ant timebuyer on Eastman Kodak. 


ALBERT D. CLARKE, formerly 
with Cockfield Brewn, Montreal, has 
joined Kenyon & Eckhardt, that city, 
as media manager. 

DONALD L. DAIGH, formerly exec- 
utive producer on a cigarette account 
at William Esty, New York, has been 
named director of the television and 
radio department of the Henderson Ad- 
vertising Agency, Greenville, S. C. 














SF PASS 








Agency Changes 


Evidently the Bon Ami Co. is looking 
for something. It spent a year with Nor- 
man, Craig & Kummel in 1955-56, 
moved to Ruthrauff & Ryan (later Er- 
win Wasey, Ruthrauff & Ryan) late in 
1956 and stayed a year and a half, then 
switched to Weiss & Geller early this 
year. Now, although W&G claims it has 
a contract with the company that runs 
until May 1959, Cole, Fisher & Rogow 
has announced it has acquired the ac- 
count. Bon Ami billings run about $1 
million a year. 

J. H. Filbert, Inc., which runs eight- 
week spot schedules at various times of 
the year in a large number of markets 
for its Mrs. Filbert’s margarine and 


mayonnaise, is moving to Young a 
Rubicam, Inc. Sullivan, Stauffer, Col- 
well & Bayles has had the account. 
Famous Artists Schools has moved to 
Lawrence C. Gumbinner, Inc., from 
Maxwell Sackheim & Co., Inc. The mail- 


order art instruction concern recently 


entered spot tv with placements of quar- | 


WLBC-TV 


Stick from Marschalk & Pratt. W&L | 


ter-hour films in several markets. 
Warwick & Legler, which picked up 
several Mennen products a few months 
ago from McCann-Erickson, has added 
Mennen Spray deodorant and Speed 


now has nearly $3 million in Mennen | 


billings. 





DELANEY’S FROZEN FOOD 
(Erwin Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 

The middle of this month was the kick-off 
date in about 15 southern markets for 
schedules of filmed minutes, 20’s and ID's. 


The frozen-food placements will run about 
10 weeks. Vince DeLucca is the timebuyer. 


DUFFY-MOTT, INC. 
(SSC&B, N. Y.) 


The fall schedules for CLAPP’S baby food 
and the fruit products from this company 
start late this month for 10-week runs. 

Day and night minutes will be used in a 
group of selected markets. Steve Suren is 
the timebuyer. 





Petry Additions 


In line with an over-all expan- 
sion plan, Petry TV has named 
Charles W. Coldwell to its New 
York sales staff and has appointed 
Robert C. Miller to its Chicago 
sales office. Mr. Coldwell’s pre- 
vious background includes service 
as an account executive with the 
Branham Co. and with NBC in tv 
sales traffic and radio-station clear- 
ance. 

Mr. Miller previously served in 
sales capacities with KYW-TV 
Cleveland, NBC Spot Sales and 
CBS Radio Sales. The company 
has also added a writer and a stat- 
istician and secretary to its televi- 
sion promotion research depart- 
ment. 





E. I. DU PONT DE NEMOURS 
& CO., INC. 
(BBDO, N. Y.) 


About 30 markets will get a half-hour 
football film program to op lement 
play-by-play telecasts for ONE and 
ZE The films start early next month 
and will run for about six weeks. Ted 
Wallower is the timebuyer. 


DREYFUS & CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


This mutual fund company is returning to 
the New York market now with schedules 
of 20’s, and hopes to run similar 
placements later this fall in Los Angeles. 
It can use only markets with large 
financial centers. Otis Hutchins ‘is the 
timebuyer. 


EASTCO., INC. 
(Lennen & Newell, Inc., N. Y.) 


CLEARASIL, a complexion product, is 
using American Bandstand at present and 
intends to ride with it next year, but is 
considering amplifying the program with 
some spot schedules. At press time, nothing 
definite was set, but there was a chance 
for activity soon. Chips Barrabee is the 
timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


It’s reported that Post Cereals’ ALPHA 
BITS added some six-week schedules of 
minutes in selected markets, beginning 
about the middle of this month. Buys are 
usually in kid shows. Dave Allen is the 
timebuyer. 


HENRY HEIDE CANDY CO. 


(Kelly, Nason, Inc., N. Y.) 


As last year, this candy maker will start 
schedules of filmed minutes late this month 
in New York, Boston, Philadelphia and 
Chicago. The kid-show participations will 
run 13 weeks. Walter Simons is the 
timebuyer- 


| 
| 
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HEUBLEIN, INC. 


(Bryan Houston, Inc., N. Y.) 

This food-product concern was considering 
schedules at press time in a couple of 
California markets for ANDERSEN’S 
SOUPS. ID’s in daytime movies should 
start next month. Richard Stevens is the 
timebuyer. 

INTERWOVEN STOCKING CO. 
(Williams & London Adv., Newark) 


The first national video spot campaign for 
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Haskell Promoted 

The promotion of Jack Haskell 
to’ Los Angeles television sales 
manager of Peters, Griffin, Wood- 
ward, Inc., has been announced 
by Lloyd Griffin, PGW vice presi- 
dent and director of television. 
Mr. Haskell, who assumes his new 
post immediately, joined PGW in 
1955 as a New York television ac- 
count executive. He replaces John 
Serrao, who has resigned. 





a men’s hosiery manufacturer starts about 
issue date in New York, Chicago, 
Philadelphia, San Francisco and Lancaster, 
Pa. The merits of SANITIZED socks will 
be proclaimed in musical films—minutes, 
20’s and ID’s. Initial schedules are for 13 
weeks. Emanuel London is the agency 
contact. 


JOHNSON & JOHNSON 
(N. W. Ayer & Son, Inc., Phila.) 


At issue date, four-week schedules of 
minutes and 20's are winding up test runs 
in Buffalo, Jacksonville and Columbus for 
a transparent bandage, CLEARTAPE. A 
couple of stations in each market were 
used in the test, similar to an initial test 
last year. Alice J. Wolf handled the buying. 


CHAS. B. KNOX GELATINE 
co. 

(Charles W. Hoyt Co., Inc., N. Y.) 
Schedules of daytime ID’s and 20’s will 
begin late this month in four. major 
markets for KNOX gelatine. The place- 
ments will run six weeks. Doug Humm is 
the timebuyer. 


LAMOUR HAIR PRODUCTS, 
INC. 

(TV Merchandising Agency, N. Y.) 
Still expanding is COLOR COMB, now 
running schedules of new minute films on 
WHYN-TV Springfield, Mass., WLW-c 
Columbus, wFBM-Tv Indianapolis, wx1x 
Milwaukee, wsyv South Bend, Ktv1 

St. Louis and wkJc-tv Ft. Wayne, in 
addition to the markets noted here July 
14. A new product, PERMA PADS, has 
begun testing on KYw-Tv Cleveland and 
could expand shortly. Howard Mann is 
the agency contact. 


V. LA ROSA & SONS, INC. 
(Hicks & Greist, Inc., N. Y.) 

Moving quickly with its new account, the 
agency has lined up a contest backed by 
the “largest campaign in the company’s 
history with saturation tv and radio 
advertising.” Program buys of 15 minutes 
and half-hours will start at issue date in 
video markets selected from New York, 
New Jersey, Albany, Baltimore, Boston, 
New Haven, Hartford, Philadelphia, 
Pittsburgh and Providence. Vince Daraio is 
the timebuyer. 


LIONEL CORP. 
(Grey Adv. Agency, Inc., N. Y.) 


After having used successful schedules of 
ID’s last year in about 26 markets, this 





manufacturer of model trains and hobby 
teys is setting five-week runs of minutes 
in nearly 50 major U. S. and Canadian 
markets. Kid-show personalities are sought 
for live minutes starting about Nov. 10. 
Ken Allen is the timebuyer. 


JOE LOWE CORP. 

(Erwin Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 

The past two months saw some two-week 
schedules of daytime 20’s run in Tampa, 
St. Petersburg, Miami and St. Louis for 
SEXTETTE, a six-part Popsicle. Any 
further action will probably be delayed- 
until the warm weather returns next year, 
Vince DeLucca is the timebuyer. 


McCORMICK’S & CO. 
(DCS&S, N.Y.) 

Placements of daytime minutes for 
FLUFFY instant potatoes will start late 
this month in about 10 top markets, and 
will run eight to 10 weeks. Robert 
Widholm is the timebuyer. 


MRS. PAUL’S KITCHEN 
(Aitkin-Kynett Co., Inc., Phila.) 


As noted here June 30, this concern moves 
in and out of its 50 coast-to-coast markets 
continually. The middle of this month saw 
a number of markets begin schedules of 
ID’s and minutes to run 10-13 weeks. 

Alan Bobbe is the timebuyer. 


MUNSINGWEAR, INC., 
Slenderella Hosiery Div. 
(Powell, Schoenbrod & Hail Adv., 
Chicago) 


This agency has just been appointed to the 








At the second annual Pool Party 
given St. Louis advertising people 
by Vernard, Rintoul & McConnell. 
Gardner Advertising timebuyer Pat 


Schinzing expresses admiration for the 
1890 swimsuit worn by fellow employe 
Bob McGinley, outdoor buying super 
visor. Seemingly friendless are Gardner 
media buyer Frank Clayton and D’Arcy 
account coordinator Bob Thies. 











Buyer Profile foe: 


Ke Hilton, Chesley & Clifford 
is an agency that has “never lost 
an election,” having successfully han- 
died Democratic Party campaigns for 
the past three years. An executive vice 
president at the agency recently com- 
mented, “Television is an instrument. 
It can be used well or badly. It can help 
a candidate for political office, or it can 
damage him. But it cannot create the 
candidate. At its best, it can show him 
clearly for what he is.” 

Beryl Seidenberg, a dark-haired na- 
tive Philadelphian whose many iime- 
buying responsibilities at KHC&C in- 
clude buying time for “politicals,” finds 
many problems that are peculiar to the 
field. “When a candidate has something 
to say to the people, a message or point 
of view, this can’t be delivered in a 
minute. Therefore, most political ad- 
vertising time is devoted to film pro- 
grams, five or 10 minutes in length. 
Then arise the problems. of equal time 
and clearing in prime time. Usually 
evening news shows are picked up. Al- 
though the stations try to be coopera- 
tive, it is getting enough time cleared 
that is most difficult. Thus you can’t 
buy politicals for ratings. 

“Nevertheless, when the New York 
State Democratic Convention was tele- 
vised live out of Buffalo recently, the 
following day’s Arbitron gave it a very 
high rating. Videotape was used for the 
first time in any kind of political con- 
vention, and the broadcast appeared a 
few hours later on CBS-TV.” Accord- 


ing to Miss Seidenberg, “you couldn’t 


-BERYL SEIDENBERG 





we 


; a 


tell it was on tape. It was live. It looked 
live.” 


Towards the end of a political cam- 
paign Miss Seidenberg prefers to use 
spots as a reminder or to reiterate es- 
tablished points, Generally she prefers 
spot buying. “At this point,” she says, 
“spot can’t be beat. Especially if you 
work closely with clients and sales 
figures. Then you can add and subtract 
spots or money. Though this is more 
difficult and time-consuming than net- 
work buying, if you take each client as 
a separate entity with its own particular 
problems, then you can tailor-make a 
campaign and there is much more 
room for creativity. The job you can 
do with spot is fascinating if you’re not 
lazy. Even working with a limited 
budget can be fun and exciting. 

“The virtues accruing to network 
programming cannot be felt unless you 
have a lot of money to spend, for unless 
you can afford to sponsor fully a night- 
time network show, there seems to be a 
minimum of product identification.” 





newly created account and announces that 
tv will be used in an “extensive” ad 
campaign. Media director E. Heyman is 
the contact. 


NATIONAL CRANBERRY 
ASSOCIATION 

(BBDO, N. Y.) 

Several top markets are getting light 
schedules of 20’s for OCEAN SPRAY 
sauces and jellies. Placements start late 
this month for 13 weeks, with one spot per 
week. Trow Elliman is the timebuyer. 


NEW ENGLAND 
CONFECTIONERY CO. 

(C. J, LaRoche Co., N. Y.) 

A brief one-week placement of evening 

20’s will be set in 16-20 markets about the 
middle of October for this company’s boxed 
candy, CANDY CUPBOARD. Chuck Eaton 


is the timebuyer. 


NORWICH PHARMACAL CO. 
(Foote, Cone & Belding, Inc., N. Y.) 


NEBS, a pain-relief product which has 
been running schedules in Cincinnati and 
Columbus, is breaking into selected markets 
across the country with schedules of day 
and late-night minutes. Placements got 
under way last week for 13 weeks. Dick 
Pickett is the timebuyer. 


PENICK & FORD, 
R. B. Davis Div. 
(Samuel C. Croot Co., N. Y.) 


Placements of daytime minutes are set for 
SWEL frosting in about a dozen major 
markets, with the schedules to go for 13 
weeks. Dolores La Falce is the timebuyer. 


PLOUGH, INC. 
(Lake-Spiro-Shurman, Inc., Memphis) 
It’s reported this agency is setting up 


schedules in its usual markets for 

ST. JOSEPH’S aspirin and MUSTEROL, 
the former to start the middle of next 
month and run through February, the latter 
to go early in December and continue into 
March. J. Martin Hollinger is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 

Some activity in selected markets is 
indicated for CRISCO, with day and night 
minutes set for a start early next month. 
Bill McGivney is the timebuyer. 


Cc. A. REED CO. 
(George N. Kahn Co., Inc., N. Y.) 


This maker of party supplies—paper plates, 
napkins, etc.—tried a small-scale test video 
campaign earlier this year, and is presently 
considering some participations in daytime 
housewives’ programs. Plans are only in the 
conjecture stage. Media director Arnold 
Bull is the contact. 


RIVAL PACKING CO. 
(Guild, Bascom & Bonfigli, Inc., N. Y.) 


Oct. 5 is the starting date for 52-week 
schedules of weekly half-hour syndicated 
film shows in about 15 markets for RIVAI 
dog food. Burns & Allen and If You Had 
A Million are the shows to be used in 
most markets. Stations are wcss-tv New 
York, ktv1 St. Louis, wcavu-tv Philadelphia, 
wsns-Tv Columbus, wreM-Tv Indianapolis, 
wisN-Tv Milwaukee, wsz-tv Boston, 
wJAR-TV Providence, WTAE Pittsburgh. 
wepo-tv Cincinnati, Kyw-tv Cleveland, 
wesM-Tv Chicago, wcr-Tv Buffalo and 
wkzo-tv Kalamazoo, with a Dayton station 
to be added. Reggie Schuebel is the 
timebuyer. 


SPIN-A-HOOP, INC. 
(Friend-Riess Adv., Inc., N. Y.) 


Added to the markets noted in the Aug. 

25th item on this toy product, Buffalo gets 
a saturation schedule of spots in kid shows. 
Ten cities are being used in the campaign. 
Ed Ratner, tv-radio director, is the contact 


STERLING DRUG CO., INC. 
(Brown & Butcher, Inc., N. Y.) 
It’s reported DR. CALDWELL’S is setting 


schedules of daytime minutes in the same 
markets used last year for an early October 
start. The placements will run about 13 
weeks, with about three spots per week in 
each market. Rose Marie Vitanza is the 
timebuyer. 


TAYLOR PROVISION CO. 

(Al Paul Lefton Co., Inc., Phila.) 

Some activity is indicated in selected 
regional markets for TAYLOR PORKROLL, 
a meat product. Billie Farren is the 
timebuyer. 


TRYLON PRODUCTS, 
Hubere Cosmetic Co. Div. 
(Don H. Kemper, Chicago) 

This company is kicking off a national 
video spot campaign for a product 
known as BATHE ’N GLO, with the 
budget noted at $300,000. Among the 
markets to be used are New York, 
Philadelphia, Cleveland, Kansas City, 
Los Angeles, Indianapolis, Detroit, Dallas, 
Denver, Minneapolis and Chicago. Irma 
Kerstin, media director, is the contact. 
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ARB City-By-City Ratings for August 1958 


THE 
BALTIMORE BOSTON 


$-Station Market 3-Station Market 
TOP SYNDICATED FILMS 


TOP SYNDICATED FILMS 

























Sea Hunt (Ziv) wBaL-Tv Wed. 10:30 . . 85.1 








1. . 
2. Silent Service (CNP) wBAL-Tv Tue. 10:30 ..19.2 1. Frontier Doctor (H-Tv) wez-tTv Thu, 7 ..... 17.0 
3. Gray Ghost (CBS) wsz-Tv Thu. 10 ........16.0 2. Whirlybirds (CBS) waz-rv Tue. 7 .........15.5 
4. Highway Patrol (Ziv) WMAR-TV Sat. 7 ...... 14.6 S. Rape Sees Wie) wee-ey Ou. F s-6.- tt 
5. The Tracer (MCA) was-rv Men. 10 ....... 13.5 4. Damon Runyon Theatre (Screen Gems) 
6. The Honeymooners (CBS) wsz-Tv Sun. 10 ...1%.1 _ WHDH-TV Tue. 10 «..--2+sereseeeresseeee 13.3 
7. Sheriff of Cochise (NTA) w3z-Tv Sun. 9:30 ..12.! 5. Ses Bans (Gy) wuse-tv Tue. 10:30 62... “a9 
8. State Trooper (MCA) WhAL-Tv Sun. 10:30 _ 5. Death Valley Days (U.S. Borax) : 
©. Tarect (Hiv) waat-sv The. 16:80 .......... : Waeee Thm. 10:80 .cccccccescccccceccees 12.9 
10. Code 3 (ARC) wyz-Tv Mon. 9:30 net ae 6. Official Detective (NTA) wsz-Tv ” Men. T ..+-18.4 
11. Popeye (AAP) wyz-Tv Sun. 5:30 .......... 7. Studio 57 (MCA) wsz-Tv Tue. 10:30 ..... -11.4 
12. Death Valley Days (U. S. Borax) 8. Harbor Command (Ziv) wnao-Tv Sun. 7 ....11.3 
9. Silent Service (CNP) waz-tTv Fri. 7 ...... --1L1 


CPO TI. © nett cescde sax seveewscees 10.7 
G t T R ti 13. Studio 57 (MCA) wsz-Tv Wed. 10 ...... ..10.2 10. State Trooper (MCA) wNac-Tv Sun, 10:30 .. 9.8 
e Ss op a ngs on 14. Whirlybirds (CBS) wsz-rv Sat. 8:30 .. 8.9 11, Code 3 (ABC) wnac-Tv Tue. 10:30 ...... oe 9.4 
15. Amos ‘n’ Andy (CBS) wMar-Tv M-F 6 8.7 12. Dr. Christian (Ziv) wNaoc-Tv Tue. 8:30 .... 9.0 

. 7% . ? : 13. Sheriff of Cochise (NTA) wNac-TV Sun. 6:30 .. 8.7 

- . OUISV 14. Target (Ziv) wupu-tv Thu. 10 ........... 8.3 


TOP FEATURE FILMS 


TOP FEATURE FILMS 
Wire or phone 


. Big Movie of the Week wMaR-TV 























Ge En GM, ek os cchscb teecessescced 22.5 1. Frankenstein wNac-TV Wed, 6:30-8 p.m. ....15.6 
Art Kerman 2. Late Show wyz-Tv Sun, 10:30-12:45 a.m, ..15.5 2. Boston Movietime waz-Tv Mon. 5:15-6:45 p.m. 13.6 
3. Late Show wyz-Tv Tue. 10:30-12:15 am. ..15.3 3. Boston Movietime waz-Tv Tue. 5:15-6:45 p.m. 12.6 
today for 4. Early Show wsz-tTv Sun. 6-7:30 p.m. ...... 14.7 4. Late Show wnao-Tv Sat. 11:15-2 p.m. ......11.4 
5. Late Show wrz-tv Thu. 10:30-1 a.m. ...... 13.7 5. Boston Movietime waz-Tv Thu. 5:15-6:45 p.m. 10.8 
availability 
‘ TOP NETWORK SHOWS TOP NETWORK SHOWS 
in your market. 

1, Alfred Hitchcock Presents WNAO-TV ..........33.8 
es oS te See sesh tical har dabei, a 2. Gunsmoke WNAO-TV .....cccccccccccccceecSB3 
= 2 Re aig lt ar dng ok 5 3. I’ve Got a Secret WNAO-TV .....eceeeeeeees3h2 

GOVERNOR TELEVISION Se ne eee reskecess “ 3. GB. Theatre WNAO-TV ........eeeeeeeeeeeBLed 
ge oe Fa ae ep eee 33.7 4. Best of Groucho WBZ-TV ....eeeceeccesseeeedDD 
= Secret WMAR-TV ......+++000+- +. 7‘ 5. Father Knows Best WBZ-TV .......0+se000003%.7 

151 West 46th St., N.Y.C. ©. Broken Arsow WIS-TV ........0ccccccccecs 29.6 5. Welk’s Dancing P amines =... ee 

. 7. Have Gun, Will Travel wm v 28.5 tg: cnabbrsiggied ; 
JU n 675 “a . ™ gues teacrea- 5 6. To Tell the Truth WNAC-TV ......... as +enae 
dso 6-3 i, ee ee ET cecccdcaceceicceveuces 27.4 
{| 7. M Squad WBZ-TV .........++- eecccccece «2225.1 
9. Decision WBAL-TV ...cccccccccccccccccccs -25.8 8. I tere I WNAac-TY 24.6 
10. Tales of Wells Fargo WBAL-TV ............. 24.9 : ee ee — 
14. Rob Cummings WRAL-TV .........ccccceece 24.9 
LOS ANGELES A-Station Market 
7-Station Market TOP SYNDICATED FILMS 
TOP SYNDICATED FILMS 1. San Francisco Beat (CBS) 
Wwoau-Tv Sat. 10:30 ....... cccccccees eee e3l.? 
1, Dick Powell (Official) ENxT Sat. 9:30 ......18.2 2, Mike Hammer (MCA) woav-Tv Tue. 10:30 ..15.7 
2. Mike Hammer (MCA) Kroa Wed. 10:30 ....12.7 
4 3. Highway Patrol (Ziv) woau-Tv Sat. 7 ......10.8 
2. San Francisco Beat (CBS) ETtv Sat. 9:30 ....12.7 4. Popeye (AAP) writ-tv M-F 6 
3. Highway Patrol (Ziv) mTrv Mon. 9 ........11.7 qe a he 

5. Silent Service (CNP) wFiL-Tv Sun. 9 

4. Death Valley Days (U.S. Borax) kroa Thu. 7 ..11.6 6. Death Valley Days (U.S. Borax) 

4. Sheriff of Cochise (NTA) ETTV Sat. 7:30 ....11.6 r ie 

5. Whirlybirds (CBS) KH M 7:30 94 WrROV-Tv Mon. 7 .......- ec ccccccccceceee 
. png (Ziv) arrv — aan ssprlatarhcaale 84 7. The Honeymooners (CBS) wrov-Tv Tue. 7 .... 
“4 . sev conn Dhacptnc teen 8. Boots and Saddles (CNP) wrov-Tv Wed. 10:30 
6. Publie Defender (Interstate) krTv Sun. 8:30 .. 8.9 ” 
Is i he al (B. n Th a7 9. Highway Patrol (Ziv) wrov-tTv Tue. 10:30 ... 
- + age cane) pee > i — > moor Tn. ¢ as 10. Sheriff of Cochise (NTA) wcav-Tv Tue. 7 .. 

. geocngy tel hee obeaas nae 10, Harbor Command (Ziv) woau-tv Fri. 7 ...... 
9. Studio 57 (MCA) ETTW Sat. 8 .......cccee 8.8 
10. Highway Patrol (Ziv) errv Fri, 7:30 8.1 a0, Se Seer eres Se, © anes 

‘ > PMD ccccse & z “ _ 7:80 8.1 
11, Harbor Command (Ziv) KTTV Mon. 7:30 .... 8.0 11. Mr. District Attorney (Ziv) woav-tv Fri. 7 


12, Official Detective (NTA) woau-Tv Sat. 6:30 .. 7.8 
13. Whirlybirds (CBS) woau-tv Wed. 7 .....-. 7.4 





TOP FEATURE FILMS 


PROVED 3 WAYS = 1. Fabulous 52 KNxT Sat. 10-12 m. ..........18.8 


2. Big Friday Movie KTTV Fri. 8-10:15 p.m. ...11.3 - Movietime U. ms A, WFIL-TV 


7 3. Channel 9 Movie Theatre KHJ-TV Ban. 19329O-B200 PM. cccccecesccesoccess -12.6 
A EE SOS co cncctsascocncaasecacs 8.9 . Shock Theatre woav-Tv Sat. 11:15-1 a.m. ....10.9 


TOP FEATURE FILMS 





~ 





4. Channel 9 Movie Theatre KHJ-TV 3. World’s Best Movies wFIL-Tv Mon. 11-2 a.m. ..10.2 
ans. May ‘1958 — Righew sited station: in Mon, 9-10:30 p.m. ..... Wisse wiwieneisewee 7.0 4. Movietime U.S.A. WFIL-TV 
: America in markets of three or more 5. Big Hit Movies KNxT Fil. “ye: 30. 12:30 a.m. 6.8 Thu. 12:30-2:30 p.m. .......ceeeee eerrre 
stations. 5. World’s Best Movies writ-Tv Fri. 11-2 a.m. .. 9.7 
ener bod ea Review — a age | 
ation in America’ in markets o' 
three or more stations for the entire TOP NETWORK SHOWS TOP NETWORK SHOWS 
_ year of 1957. 
q are, me gd af toted quattar-heers. mage 1, Gunsmoke KENXT ........++4+-- eececece -- 35.8 1, Alfred Hitehcock Presents WCAU-TV ........- 37.7 
2. Have Gun, Will Travel KNXT .............-29.5 2. Gunsmoke WCAU-TV ......+ eeccvececeseces 36.0 
Ty S. GR Ge BE cccvccesecccese cocccceSS.4 3. I’ve Got a Secret WOAU-TV .......-seeeeeees 32.6 
OD 4, Alfred Hitchcock Presents KENXT ........+-+-+28.1 4. What’s My Line WOAU-TV .........eeeeeeee 29.2 
5. I Love Lacy ENXT ........ cveccceccocevcetted 5. Twenty-One WROV-TV .......cccccccccces - 237.4 
: ism | 6. Wagon Train KRCA ........ ap inka 6. G.E. Theatre woau-TV ....... nkengaerale 027.3 
TED NATIONALLY BY THE BRANHAM COMPANY 7. Ed Sullivan ENXT ......ceeessecccecceee e254 7. Welk’s Dancing Party WFIL-TV .........++ --26.9 
Roderick, Pres; Val Lawrence, V.-Pres. end Gen. Mgr., 8. Real MeCoys EABO-TV ..ccccccccccccccccedbel 8. Decision WROV-TV ......ccccccecess coccncemeee 
Dick Watts, Asst. Gen. Mgr. es | 9. What’s My Line ENET .......ccecccceeeesB4.f 9. Wyatt Earp WFIL-TV ..........000+eeee ee e358 
Bukit ee 10. Welk’s Dancing Party KaBo-TV ........ oo + e88.8 10. Price is Bight WROV-TV ....-....cceeeeses 24.0 
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CHICAGO 
4-Station Market 
TOP SYNDICATED FILMS 


1, State Trooper (MCA) won-tTv Wed. 9:30 ....25.3 
2. Silent Service (CNP) wnseq Tue. 9:30 ......23.8 
3. The Honeymooners (CBS) won-tv Thu. 9:30 16.1 
4. San Francisco Beat (CBS) won-tv Wed, 9 ...15.8 
5, Whirlybirds (CBS) won-tv Thu, 9 ...... o++18.5 
6. Men of Annapolis (Ziv) won-tTv Mon. 9 ....12.6 
6. Death Valley Days (U.S. Borax) 

WGN-TV Tue. 9:30 ....ccccceee ecccccceceld.6 
1. African Patrol (Gross-Krasne) 

WBBM-TV Tue. 9:30 .......- ecccececcsooce 13.2 
8. Stories of the Century (H-Ty) 


WBEB Thu. 9:30 ...ceccccccscsceccccewesd ied 


. Brave Eagle (CBS) won-tTv Tue. 6:30 ......11.8 


Code 3 (ABC) wBKB Fri. 9:30 ....+.+0+++-31.3 
Public Defender (Interstate) won-TV Mon. 8:30 10.8 
Gray Ghost (CBS) won-Tv Tue. 9 ....-.++++ 9.6 
Bugs Bunny (AAP) won-tv Sat. 8:30 ...... 9.5 
Racket Squad (ABC) woNn-tTv Tue. 8:30 .... 9.3 


TOP FEATURE FILMS 


Best of CBS wapM-tv Sat. 10-12 m. .......- 24.0 
Movie 5 wneq Sun. 9:30-11:30 p.m, ......15.5 
Shock Theatre weks Sat. 10-11:30 p.m. ....14.9 
Movietime U.S.A. WBKB Mon. 10-11:45 p.m. ..14.6 
Movietime U.S.A. wBKB Fri, 10-12:15 a.m. ..14.5 


TOP NETWORK SHOWS 


«+0 243.4 
What’s My Line WBBM-TV .....-seseeeeee+ +344 
Decision WNBQ .....cccccsccccessstecceseDted 
Father Knows Best WNBQ ....-seeeseesees+36.4 
Have Gun, Will Travel WBBM-TV ......+..++25.9 


I’ve Got a Secret WBBM-TV . 





Wagon Train WNBQ ..... . 
Price is Right WNBQ ........+++ 
. Wyatt Earp WBEB ....ccseessccccscvess --32.3 
PITTSBURGH 


3-Station Market 


TOP SYNDICATED FILMS 
1, State Trooper (MCA) KDKA-TV Sat. 10:30 ..35.6 
2. Silent Service (CNP) KDKa-TV Sat. 11 ..... 23.6 
3. Official Detective (NTA) wito Sun. 10:30 ..23.4 
3. Starring Zachary Scott (Official) 

BBRA-SU Web, 20230 cccccccccccccccccces 23.4 
4. O. Henry Playhouse (Gross-Krasne) 

BECA-BV Bun, -B2B0 wnccccccccccccscccces 15.5 
5. Mama (CBS) xpEa-Tv Thu. 6:30 ......... 14.0 
6. Sea Hunt (Ziv) mDKa-TV Fri. 6:30 ....... 13.8 
7. Annie Oakley (CBS) KpKa-TV Wed. 6 ...... 13.6 
1. The Honeymooners (CBS) wo Sat. 7 ..... 13.6 
8. Frontier Doctor (H-Ty) KpKa-Tv Fri. 6 ...13.4 
9. Death Valley Days (U. 8. Borax) 

EDEA-TV The. 7:30 ...cccccccccccsescees 13.2 
10, Soldiers of Fortune (MCA) EpKa-Tv Thu. 6 .12.3 
11. The Whistler (CBS) xpKa-Tv Wed. 7:30 ....11.3 
12. Sky King (Nabisco) KpKa-TV Sat. 10 ...... 11,1 
13. Sheriff of Cochise (NTA) wc Fri. 7 ...... 10.9 

TOP FEATURE FILMS 
1, Gateway Studio Presents KDKA-TV 

Wet, BAsBS-2 GM, cocccosescccccccccecsccs 20.6 
2. Gateway Studio Presents KDKA-TV 

Thm, BRCES-ESES GM. cc sccccccccccccses 13.5 
3. Gateway Studio Presents KDKA-TV 

Wee, BBE GM. coccncccesccccccccvcce 13.0 
4. Gateway Studio Presents KDKA-TV 

Gam. BRSRR-REES. GM cacccsecesccsaceces 11.8 
5. Gateway Studio Presents KDKA-TV 

Sat. BRSES-2sBO Gm. ccoccccccccccccccses 11.5 

TOP NETWORK SHOWS 
2. GERMS RBEAS occccccvssccssecccvccs 44.8 
2. Have Gun, Will Travel KDKA-TV ........... 41.5 
3. Alfred Hitchcock Presents EDKA-TV ......... 39.2 
4. Dashatian WED .ccccccccccccccccescccccces 35.7 
5. I’ve Got a Secret KDKA-TV ...........0--005 34.7 
6. Real McCoys KDKA-TV ........ eoccecccese 32.8 
T. Dasa BP GAG, oc vc cccccccccccsccns 32.7 
CG. GE Fee BE wesc ccccncceccccccs 32.3 
9%. What’s My Line EDEA-TV .........0e00e05 31.9 
OO. Tl DE ND oreo dinccscssaconise 30.7 
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. Shock Theatre wxrz-Tv Sat. 11:30-1 a.m. 





ARB City-By-City Ratings for August 1958 


DETROIT 
4-Station Market 


TOP SYNDICATED FILMS 


The Honeymooners (CBS) wsexk-Tv Sat. 10:30 21.7 
Silent Service (CNP) wssx-tv Thu. 8:00 ..18.2 
Sea Hunt (Ziv) wsek-Tv Sat. 7 .....++++++17.8 
Highway Patrol (Ziv) wsex-tv Tue. 16:30 ..14.9 
Dr, Hudson’s Secret Journal (MCA) 

WWI-TV Tue. 10:30 ..ceccscecceecccsseeecl dS 
Studio 57 (MCA) wws-tv Wed. 10:30 .....13.8 
Amos ’n’ Andy (CBS) wws-tv Wed. 7 ......13.0 
Little Lalu (NTA) wsek-tTv Sun. 12 nm. ....11.3 
Harbor Command (Ziv) wsex-tv Fri. 10:30 ..10.9 
Racket Squad (ABC) wsBK-tv Sat. 6:30 ....10.7 
Medic (CNP) wsBk-Tv Fri. 7 «2... .000000+10.6 
Popeye (AAP) OKLw-TV M-Sat. 6 ........--10.4 
Public Defender (Interstate) wxrz-tTv Tue. 10.. 9.5 
Frontier Doctor (H-Tv) wxrz-Tv Mon. 9 .... 9.1 
Championship Bowling (Schwimmer) 

wxyrz-tv Sun. 12 n. 








TOP FEATURE FILMS 


«+101 


Shock Theatre wxrz-Tv Fri. 11:30-1 a.m. .. 9.9 


. Premiere Film Parade ww3-Tv 


Sum. 10530-12215 a.m. ..cceeescccccccceee 97 
Command Performance CKLW-Tv Sun. 8-10 p.m. 9.3 


- Million Dollar Movie CKLW-TY 


Sun, 3:30-5:30 p.m. ......+-65 evccece seve 8.0 


TOP NETWORK. SHOWS 


Have Gun, Will Travel WJBK-TV .......++.+33.8 
Alfred Hitchcock Presents WJBK-TY ...... 
Tales of Wells Fargo WWI-TV .....++ 







Maverick WXYZ-TV ...cceccsecsccecceesceethD 


Father Knows Best WWi-TV ......-ceeee+++24.6 

Decision WWI-TV .....++.+ eccccccccseccced hs 

Gunsmoke WIJBE-TV .....0++5++5 ecccccccceteeD 

Broken Arrow WXYZ-TV .......++ cccccccccet SS 

Price is Right WWJ-TV ......- eovccccccce ++-33.3 
NEW YORK 


7-Station Market 
TOP SYNDICATED FILMS 


1, Sea Hunt (Ziv) woss-Tv Sat. 10:30 ........31.0 
2, Mike Hammer (MCA) wroa-Tv Tue. 10:30 ..19.7 
3. State Trooper (MCA) wroa-Ty Wed. 10:30 ..13.6 
4, Highway Patrol (Ziv) wroa-tTv Mon. 7 ......11.8 
5. The Honeymooners (CBS) wroa-tv Tue. 7 ...10.5 
6. Our Miss Brooks (CBS) wons-tv Tue. 16:30 .. 8.1 
7. Death Valley Days (U.S. Borax) 

WROA-TY Wed. 7 nnneccsccccscccee coccce 8.6 
8. Medic (Victory Program Sales) 

WNEW-TV Wed. 10.........-cceeeeceeceee 7.0 
9. My Little Margie (Official) 

woss-TvV M-F 9:30 a.m. .....eeeeeeees ccooe 68 
10. Highway Patrol (Ziv) wrx Thu. 9:30 ..... 6.1 
11. Official Detective (NTA) wNEw-TV Fri. 10:30.. 5.9 
12. The Falcon (Victory Program Sales) 

WABO-TV Thu. 10:30 .....eeeeeeeecce woes 5.8 
12. Big Story (Official) wNew-tv Fri. 9:30 .... 5.8 
13. Silent Service (CNP) wroa-tv Fri. 7 ....-.. 5.6 


14, 


--. oe 


SP eee ee PPE 


Harbor Command (Ziv) wor-tTv Mon. 9 ...... 5.5 


TOP FEATURE FILMS 


Late Show woss-Tv Sat. 11:15-2 a.m. .......15.1 
Late Show woss-Tv Fri, 11:15-12:45 a.m. ..10.9 
Late Show woss-Tv Sun. 11:15-1:15 a.m. ....10.3 
Late Show woss-Tv Tue, 11:15-12:45 am. .. 8.6 


Early Show woss-tv Thu. 5:30-7 p.m. ...... 8.6 
TOP NETWORK SHOWS 
Gunsmoke WOBS-TV .....+-.++++ coceccce «+ 38.0 


T’ve Got a Secret WOBS-TV ....scecceeee+-239.0 
G.B. Theatre WOBS-TV .....cccecnceeecees 29.8 
Have Gun, Will Travel WoBs-TV .... 





Alfred Hitchcock Presents WOBS-TV .........26.3 
What's My Line WOBS-TV ......00eeceeeee + 38.2 
To Tell the Truth WOBS-TV ......ccceeee0+35.8 
Price is Right WROA-TV .....0++seeeeeeee+35.8 
Decision WROA-TY ...66.-+e++005 ecccccecee 58 
Ed Sullivan WOss-TV ......--.-0008 eocccos 25.3 














EXCLI 


KTVO is the only station 
serving America’s boom area... 
the area surrounding Ottumwa, 


Iowa and Kirksville, Missouri. 


OTTUMWA 
* 





& 
KIRKSVILLE 


MISSOURI 








KTVO serves 200,000 TV 


homes exclusively. 





KTVO serves this single- 
station market on clear channel 3 
with 100,000 watts power and a 


1101 ft. tower. 


KTVO 


© BB a 


Offices: Ottumwa, lowa 


Represented by: George P. Hollingbery Co. 
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This week in New York with ARBITRON 
ARB introduces a new era in television research . . . instantaneous 
electronic audience measurement around the clock, every day of the 
yar. ARBITRON daily reports are now being issued on a regular 
full-sample basis in New York and will be shortly available in Los 
Angeles, Chicago, and a multi-city network. For other areas requiring 
complete research coverage of all programs instantaneously every 
minute of every day, it represents the ultimate measutement tool. 
ARBITRON is a complete departure from other techniques ... a 
tremendous breakthrough that reflects where research—television and 
otherwise—may be taking industry tomorrow. ARB introduces it today. 


ey 
‘“e 





AMERICAN RESEARCH BUREAU, INC. Washington+New York+Chicago+Los Angeles 








YOUR NEW 


CBS 


BASIC 
is 





The SEllibrated (and only full 
powered) station in the 


GOLDEN VALLEY 





CHANNEL 13 
Huntington-Charieston, W. Va. 
serving 4 states ond 5 prime cities 

A COWLES OPERATION 


Get the dollars ond cents story 
from Edword Petry Co.. Inc. 





© 5 of the 10 leading agricul- 
tural counties in Iilinois lie 
in WREX-TV land 


© 5 of the 10 leading agricul- 
tural counties in Wisconsin 
tie in WREX-TV land 


® 20 of the 400 leading agri- 
cultural counties of the na- 
tion ... lie in WREX-TV land 


(Source: May ‘57 Sales Management) 


Represented by 
H-R Television, Inc. 


VV ae ae 


rT a | = } ROCKFORD 


90 September 22, 1958, Television Age 








UNITED FRUIT CO. 

(BBDO, N. Y.) 

The “Chiquita Banana” schedules noted 
here June 30 as forthcoming got under way 
last week in Minneapolis-St. Paul, Chicago 
and Baltimore for 13-week test runs. Day 
minutes and some night 20’s are being 
used in a “do-or-die” effort for tv. If 
results are good, agency hopes to go big in 
tv spot next year. Ted Wallower is the 
timebuyer. 


WARNER LAMBERT 
PHAMACEUTICAL CO. 


(Ted Bates & Co., Inc., N. Y.) 

A large number of major markets started 
schedules in mid-September for VIRISAN 
cold remedy, to run about 13 weeks. 
Filmed minutes in afternoon and late-night 
movies are used. Frequencies are about five 
to 10 weekly. Conant Sawyer is the 
timebuyer. 


WELCH GRAPE JUICE CO. 
(Richard K. Manoff Associates, N. Y.) 


At press time, some renewals were being 
set for WELCH GRAPE JUICE in various 
markets, and avails were being checked in 
others for possible placements. WELCHADE 
schedules will stay in top ets 
throughout the fall. Bob Tkibrick is the 
timebuyer. 


WHITEHALL PHARMACAL CO. 
(Bryan Houston, Inc., N. Y.) 


At press time, schedules were being placed 
in selected markets for SOOTHOL 





Rate Raises 

Network increases in basic 
hourly rates have been announced 
by ABC-TV as follows: wFiL-tTv 
Philadelphia from $3,300 to 
$3,500, wsix-tv Nashville from 
$650 to $750, wspp-tv Toledo 
from $875 to $1,000. 





ANTACID TABLETS, a new product 
which has had only test schedules 
previously. Minute films should run in day 
and late-night spots. Peggy Hughes is the 
timebuyer. 


WHITEHOUSE CO. 
(Victor & Richards, N. Y.) 


Throughout this month, one-week place- 
ments of two-minute filmed spots have been 
set in Redding (Cal.), Albuquerque, 
Nashville, Jacksonville, Lafayette (La.), 
Columbia (Mo.) and Monroe (La.) for 50 
TOP HITS. Starting about issue date, 
schedules of one-minute films will run for 
21 TOP HITS in Albuquerque, Johnson 
City, Peoria, Charleston, Port Arthur, 
Durham, Charlotte, Salt Lake City, Detroit, 
Binghamton, San Antonio, Atlanta, Altoona, 
Baltimore, Tucson and Washington, D. C. 
Usual practice is to place the schedules for 
one-week runs, then continue as long as the 
mail pull is strong. Lucille Widener is the 
timebuyer. 





Program Profile . . . . . . . . THE REAL mccoys 


Weekly film series; ABC-TV; 8:30-9 
p.m. EDT Thu. Opposite The Verdict 
is Yours CBS-TV; Dragnet NBC-TV. 
On television since Oct. 2, 1957. Tele- 
vised in 120 markets. Cast: Walter 
Brennan, Kathy Nolan, Richard 
Crenna, Lydia Reed, Michael Winkel- 
man, Tony Martinez. 

Sponsors: Sylvania Electric Prod- 
ucts Inc. Estimated 1958 network 
cumulative gross time cost for the show 
(through June) : $1,275,240; no spot 
in 1958. Terry P. Cunningham, adver- 
tising director. J. Walter Thompson, 
agency. Henry C. L. Johnson, account 
executive; Ruth Jones, account super- 
visor; Marie Barbato, timebuyer. 
(Sylvania sponsors no other network 
show). 

Production: Irving Pincus, pro- 
ducer; Norman Pincus, associate pro- 


ducer; Sheldon Leonard, director. Es- 


| timated weekly production cost: $35,- 


500 net; weekly network time gross 
cost: $42,000. 

Ratings: Show got off to a good 
start. First time it appeared in Nielsen 
in October 1957 it had a 25.1 share of 





Walter Brennan and Kathy Nolan 


audience. By Dec. 1 it was out in front 
in its time period with 40.6 and has 
continued as top-rated show in its time 
period ever since, averaging 40 or bet- 
ter share-of-audience. The first August 
Nielsen this year gave it a 42.2 share. 

Format: A family situation comedy 
against a homespun-type western back- 
ground. 








Film Report 





UA TV PRODUCTION 

United Artists Television will go into 
full production on six series this fall, 
according to Bruce Eells, the company’s 
vice president in charge of television. 
Full 39 half-hours will be made in each. 
with aim for both national sale and 
syndication. First to go before the 
cameras will be The Troubleshooters, 
series centering on a heavy-construc- 
tion company and starring Keenan 
Wynn; The Dennis O'Keefe Show, 
about a New York newspaperman, and 
The Vikings, to be produced by Kirk 
Other 
properties are now in the process of 
being signed, with the first shows to 


Douglas’ Bryna Productions. 


be ready for January sales season. 

In the increasingly competitive situ- 
ation, Mr. Eells believes, making a pilot 
will no longer serve the purpose of get- 
ting a series on the air. Only by going 
ahead with full production right from 
the start is it possible to get star com- 
mitments for the programs, and at the 
same time bring in a series at a cost 
economic for advertisers. It also makes 
possible greater sales flexibility, since 
the program is ready to go on the air 
at any time. Each series will get full- 
scale exploitation and _ promotional 
build-up similar to that accorded a 
feature picture. 


NEW FEATURES 

Governor Television Attractions has 
acquired six post-'48 feature films for 
television distribution. Some of the 
films, still in theatrical distribution, 
include Cast a Dark Shadow, Escapade 
and The Hostage. Associated 
Artists Productions has cleared ap- 
additional Warner 
Bros. features for television. A.A.P. 
originally acquired all rights to the WB 
pre-'49 library, but with some of the 
movies, arrangements had to be made in- 


proximately 50 


dividually with stars, copyright owners 
and the Screen Actors Guild. Expendi- 
tures for clearances ran well into six 
figures, A.A.P. says. Titles include The 
Maltese Falcon, The Prince and the 
Pauper and The Life of Emile Zola. 


TAPE... 


Paramount Sunset Corp. will make 
pilot of a program on tape this fall, 


Jim Schulke, vice president in charge 
of the operation, said this week. Prop- 
erty to be taped is now being negotiated 
for. 

Tape is still several years away from 
commercial feasibility for tv entertain- 
ment programs, according to Martin 
Leeds, vice president of Desilu Pro- 
ductions. A tape study conducted for 
the company indicates that costs could 
not be reduced materially enough at 
the present time to offset the negative 
aspects of tape. Eventually, he believes, 


tape will be used for some programs, 


but will never supplant film entirely on 
tv. 


IRON CURTAIN TV 

Just to prove that there are similari- 
ties as well as differences in television 
programming east of the Iron Curtain. 
Manny Reiner, vice president for for- 
eign operations, Television Programs 
of America, reports that one of the 
most popular shows in Czechoslovakia 
is a Sunday night quiz called Guess, 
Guess, Guesser. Its emcee. a leading 


television personality, is a former pros- 





eer re 


H’ to sponsor a local television 
show that would combine a pres- 
tige element with wide audience appeal 
was a problem faced and resolved by 
the Capital City State Bank in Des 
Moines. The bank, like most institutions 
of its kind, was anxious to preserve an 
air of decorum, but it was also inter- 
ested in selling its services. 

The property selected to do this was 
a half-hour series put together by KRNT- 
TV Des Moines from the Encyclopedia 
Britannica Film Library distributed by 
Trans Lux Television Corp. The pro- 
gram, Around the World With Don 
Soliday, proved it could get an audience 

and customers for the bank. 

According to a March American Re- 
search Bureau rating, the series was 
first in its time slot in Des Moines, 
edging out feature-film competition. 
Around the World With Don Soliday 
had a 10.6 four-week rating average, 
against a 10.1 for a major movie pack- 
age and a 4.1 for still other features. 
The program is telecast Wednesdays, 
10:30-11 p.m. 

Ray Miller, president of Capital City 
State Bank, describes the show as re- 
sembling “an educational film series 
rather than a travelog.” Mr. Miller re- 
ports that reaction to the Encylopedia 
Britannica films has been tremendous. 
“I am personally pleased with the series 
and have had many people tell me they 
watch it religiously. I believe it’s the 
type of show a bank can sponsor with- 
out loss of prestige.” 


KRNT-TV created the weekly series by 


a eas pace Capital City State Bank 





hn a a se 
Scene from Life in the Sahara 


from the EBF 


library, which consists of approximate- 


culling travel films 
ly 700 films. Subjects in the station’s 
program range from Eskimo children 
to life in the Sahara, and the entire 
show is given a live feeling through the 
commentary of Don Soliday, who re- 
searches the area being shown each 
week and contributes additional in- 
formation. 

KRNT-TV arranged to send the out- 
standing high-school graduate of the 
Des Moines area on a month-long tour 
of Europe and Russia, through promo- 
tion identified with the program series. 

Trans Lux Television, distributor of 
the EB library, says that a program 
manager can create at least 101 pro- 
gram ideas for the films. Some 50 to 75 
new releases are added to the package 
each year, and stations which buy it 
for a period of five years are entitled 
to these. 
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Camels © William Esty Co. 


KLAEGER FILM PRODUCTIONS, New York 


Colgate-Palmolive » Grant Advertising 


LE ORA THOMPSON ASSOCIATES, Hollywood 


Dallas Morning News 


KEITZ & HERNDON, Dallas 


ELEKTRA FILM PRODUCTIONS, INC., New York 
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Directoryor SELLING 
COMMERCIALS 


General Fonds « Youna & Rubicam 


RaY FAIIN PRODUCTIONS, Hollywood 


General Mills © Dancer-Fitzgerald-Sample 


ee 


TERRYTOONS, New York 


General Mills ¢ Tatham-Laird 


| "i | 


E or a ; 
CARAVEL FILMS, INC., New York 








ecuting attorney. 

Mr. Reiner has just returned from 
a tour of the USSR, Czechoslovakia 
and Poland, where he met with various 
government agencies in an attempt to 
set up program exchange agreements 
with those countries. A possible ex- 
change of selected Russian shows for 
certain TPA programs is now pending. 
\ more specific agreement with Czech 
television authorities has been worked 
out, but must be further implemented 
by a formal agreement. In Poland Mr. 
Reiner found two programs he was 
interested in acquiring, but he has 
arranged only a tentative agreement. 

In Russia officials of the Soviet Com- 
mittee for Radiodiffusion and Tele- 
vision under the USSR council of min- 
isters screened approximately half of 
TPA’s properties. Their favorites: 
Lassie and Fury. Ramar of the Jungle, 
Mr. Reiner reports, also went over big 
with the Soviet authorities. 

He points out that any agreement 
would be strictly on an exchange basis 

barter, so to speak—since the Com- 
munists are not interested in purchas- 
ing product. The TPA executive 
screened a number of Russian pro- 
grams he thinks would have possibili- 
ties in America, either nationally or on 
a market-by-market basis. These would 
be entertainment films, produced in- 
dividually and of varying lengths. “No 
politics are involved in the programs,” 
Mr. Reiner warns. 

The basic agreement worked out 
with the Czechs calls for an exchange 
of 13 different half-hour films for 13 
selected half-hour episodes from Lassie 
and Fury. 

Mr. Reiner notes many cultural and 
sociological differences between the 
east and the west. In the USSR, for 
example, a top feature film can be re- 
leased to television within weeks of its 
theatrical release. There are no kicks 
from exhibitors either, since everything 
is under the same management. The 
Russians are generally interested in 
children’s programming, and they em- 
phasize educational shows. Mr. Reiner 
found very little in the way of comedy 
on Russian television. 

In Czechoslovakia quiz programs 
and audience participation shows are 
popular, although children’s programs 
are emphasized. Mr. Reiner did not 
find any suspense or crime stories in 
Czechoslovakia and the USSR. but 
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Polish tv programs include a crime 
series titled Kobra. One of the most 
popular programs in Poland reflects 
the influence of America even east of 
the Iron Curtain. It’s called What's My 
Profession? 

Should the respective deals go 
through, each side would assume costs 
of its own dubbing. TPA would sell 


the properties as a package. 


SALES ... 

California National Productions’ 
Danger Is My Business, which was 
placed into syndication in early June, 
has been sold in over 85 markets. Re- 
gional buys include the Kroger Co. and 
Boise Cascade Lumber Co. for four 
markets in Idaho. Banks, dairies, utili- 
ty companies and bakeries are among 
its sponsors, as is a mortician in Cedar 
Rapids, la. Jack Turner of the Turner 
Mortuary Parlor in that city purchased 
the CNP series, which depicts 39 of 
man’s most perilous occupations, after 
seeing a pilot film that showed a marine 
veterinarian training whales, hand- 
feeding sharks and shaking hands with 
a giant octopus. 

Station sales of Danger Is My Busi- 
ness in recent weeks include WRCV-TV 
Philadelphia, wJz-tTv Baltimore, Kcop- 
tv Los Angeles, wsM-tv Nashville, 
KING-TV Seattle, KPTV Portland, Ore., 
KTvT Salt Lake City, KHQ-TV Spokane, 
WEHT-TV Evansville and wNTA-TV New 
York. The Crosley stations in the mid- 
west area also purchased the series. 

Over 44 markets have signed second- 
year renewals for ABC Film Syndica- 
tion’s 26 Men. Sponsors for the second 
group of 39 segments include Coca- 
Cola, Pac-a-Sac Stores, Molson’s Brew- 
ery, Mutual Federal Savings and 
Loans, El Paso and S. H. Deroy Jewel- 
ers. Recent station sales include the 
following: Wxyz-tTv Detroit, WGR-TV 
Buffalo, KTBs-Tv Shreveport, WMAL-TV 
Washington, D. C., Krop-tv El Paso, 
Kos-Tv Albuquerque, WJAC-TV Johns- 
town, WrPA Harrisburg, KFBC-TV Chey- 
enne, KSBW-TV Salinas, KOAM-TV Pitts- 
burg. Kans., wesc-tv Charlestown, 
S. C., and wpsu-tv New Orleans. 

The fifth series of Championship 
Bowling, distributed by Walter 
Schwimmer, Inc., Chicago, has been 


sold in over 85 markets. The following 


stations have recently signed for the 
series: WOR-TV New York, KHJ-TV Los 
Angeles. wxyz-tv Detroit, Wcco-TV 
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Minneapolis, WKRC-TV Cincinnati, 
KTVU-TV San Francisco, KONO-Tv San 
Antonio, KREM-TV Spokane, wsoc-ty 


O Nn Sl j Ite ad Charlotte, KcMo-Tv Kansas City and 
KSL-TV Salt Lake City. . . . KiRo-Ty 
Seattle-Tacoma, has become the 12th 


* 
C O I fi d e I rt! Y station to purchase the Paramount 
ses 


package of pre-'48 features, distributed 
by MCA-TV. 


Ziv’s Mackenzie’s Raiders, with nu- 



























































merous regional deals completed, has 
been sold in over 91 markets. Comple- 
tion of alternate-week sponsorship 
commitments were easily made in many 
cases. As an example, Brown & Wil- 
liamson signed for alternate weeks in 
19 markets, and Ziv completed alterna- 
tion arrangements in 15 cities. Schlitz 
purchased alternate weeks in several 
markets, and again slot-sharers were 
located by Ziv. Recent sales of Macken- 
zie’s Raiders include the following: an 
additional four markets for Bunker 
Hill Meat Packing; Stroh Brewing, 
with eight markets, has added a ninth; 
Lincoln Income Life Insurance has 
signed for Oklahoma City in addition 
to Louisville, and American Motor has 
purchased the show for San Francisco. 
... Ziv’s drama series, Target, has been 
purchased by Chock Full O’Nuts for 
presentation over wcBs-Tv New York. 

Screen Gems’ Rescue 8 has been sold 
in over 75 markets. Five regional spon- 
sors have purchased the series for vari- 
ous sections of the country. The West 
End Brewing Co., for Utica Club Beer, 
signed for eight upstate New York 
markets. Prince Macaroni in New Eng- 
land has purchased the series for eight 
markets. In Texas the Weingarten Mar- 
kets also signed for the series for eight 
markets. The Purity Biscuit Co., will 
sponsor Rescue 8 in Phoenix and 
Tucson, and the Miles California Co. 
has signed for six markets. 

Several regional buys of California 
National Productions’ Flight have al- 
ready been completed. The series, con- 


by every 
field of 
Advertising 


sisting of 39 episodes dealing with the 
history of aviation, entered the syndica- 
tion field in mid-August. Schlitz has 
signed for more than a score of markets 
in the south and southwest. F & M 
Schaefer will sponsor the program in 
Philadelphia, New Haven and Albany, 


NATIONAL REGISTER PUBLISHING CO., Inc, 2 i ; 
and the Kroger Co. has signed for the 


147 West 42nd St., New York 36, N. Y. southeast coastal area. Northern Power 
333 No. Michigan Ave., Chicago 1, Ill. will start with the series in Minneapo- 
2700 West 3rd Street, Los Angeles 57, Cal. lis, as will General Electric in Louis- 


ville. The Triangle stations have also 
purchased Flight. 


94 September 22, 1958, Television Age 








PERSONNEL ... 

Herbert R. Pearson has been ap- 
pointed vice president in charge of 
sales for Jayark Films Corp., accord- 
ing to Reub Kaufman, president. Mr. 
Pearson had been associated with Mr. 
Kaufman at Guild Films for several 
years. The sales executive started with 
Guild as a salesman, advancing to 
southern manager and finally to eastern 
division manager covering the eastern 
half of the United States. . . . Raymond 
Junkin has resigned as vice president 
in charge of sales for Official Films and 
will announce his future plans follow- 
ing a brief vacation. He has not as yet 
been replaced at Official. 

Richard P. Moran Jr. has joined the 
Chicago office of CBS Television Film 
Sales as an account executive. He will 
report to Henry A. Gillespie, manager 
of that office, and will cover the Indi- 
ana territory. . . . Dick Lewis has been 
appointed Chicago and midwest sales 
representative for Desilu’s commercial, 
industrial and documentary film divi- 
sion. Previously, Mr. Lewis owned and 
operated his own commercial art studio 
and film production firm. 

Transfilm, Inc., has expanded its 
staff and promoted some _ personnel. 
Philip Larschan and Michael Calamari, 
senior editors, have been promoted to 
staff producer and supervising editor, 
respectively. In addition to two new 
editors to fill the vacancies, Robert 
Melahn, formerly with Caravel Films, 
has been appointed a staff producer. 
John Trenear has also joined Transfilm 
as a staff producer. A total of nine 
artists was appointed to the animation 
department, and a production man was 
added to the slidefilm department. 
Irene Chagnon has been appointed 
casting director and assistant to the 
account executives in tv commercial 
sales... . C. Allen Bengtson has been 





\ national film company wants 
top Sales Manager to direct and 
coordinate its activities in the tv 
commercial, entertainment and in- 
dustrial fields. 


Forward resume with experience 
and salary requirements to: 
P. O. Box 3149 
Hollywood 28, California 


Present employees are aware of 
this opening. 














Cc. A. BENGTSON 


named director of advertising and sales 
promotion for Ansco. 

Stanley Levine, former public rela- 
tions manager at Popular Publications, 
has been appointed press editor for 
California National Productions. . . . 
Tom J. Corradine & Associates has 
been appointed to represent Atlantic 
Television Corp. in the western states, 
Hawaii and Alaska. . . . Anthony J. 
Torregrossa has been appointed sales 
service manager of Independent Tele- 
vision Corp. Mr. Torregrossa formerly 
was with Ziv as assistant sales service 
manager. Prior to that he had served 
as station-relations manager of World 
Broadcasting System, a Ziv subsidiary. 
PROGRAMS ... 

Screen Gems has acquired the tele- 
vision rights to Ensign O'Toole and 
Me, a novel concerned with the misad- 
ventures of a Navy ensign with the 
Pacific fleet. Capt. William Lederer, 
author of the novel, will begin work on 
the script the first week in October. A 
half-hour series, Ensign O'Toole is 
scheduled for the 1959-1960 season. . . . 
Peter DeMet, executive producer of 
All-Star Golf, has resumed shooting the 
balance of the series, which will be pre- 
sented for the second year by ABC-TV. 
... Televisual-International has placed 
a new five-minute tv film series into 
syndication. Titled Daffy Doodle, the 
series is sold in packages of 13 and com- 
bines live action with cartoon enter- 
tainment. It can be integrated into any 
type of show, or can be presented as an 
independent featurette. 

First program to be set under the 
heavy production plans of Independent 
Television Corp. is The Adventures of 
Tom Swift, to be produced by Herbert 
L. Strock’s and Barry M. Kirk’s Citadel 
Productions. The series goes before the 
cameras at Desilu-Gower studios next 
month. . . . Colt. .45, Warner Bros. 
western which was canceled last season, 
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has renewed production for the syndi- 
cation market. . . . Larry Harmon-Ted 
Ticktin Productions, producers of Bozo 
the Clown for Jayark Films Corp., has 
set production plans for two new ani- 
mated series to be distributed by Jay- 
ark. They are Dizzy Dog and Hero and 
Zero. 

Interstate Television Corp., a subsid- 
iary of Allied Artists, has placed into 
syndication a new tv series titled Di- 
vorce Hearing. A total of 78 half-hour 
episodes will be made available, con- 
sisting of actual hearings filmed in the 
chambers of Paul Popenoe, Sc. D., 
founder and general director of the 
American Institute of Family Rela- 
tions. Production began in August un- 
der Dave Wolper, head of Wolper, Inc. 
First sale of Divorce Hearing was made 
to WNEW-TV New York. 

Pilots: Air Force Diary, Meteor Pro- 
ductions project set for filming in 
Alaska next month; Jan Clayton Show, 
headlining former Lassie star, which 
Sam Marx is basing on Miss Bishop, 
novel by Bess Streeter Aldrich; Circuit 
Rider, Harold Bell Wright western, be- 
ing packaged by William Morris Agen- 
cy; You’re Only Young Twice, situa- 
tion comedy being written for MGM- 
TV by Clifford Goldsmith; Woman in 
the Case, Maureen O’Hara headliner, 
to be produced for CBS-TV by David 
Lewis, and Secretary's Secretary, star- 
ring Terry Moore and planned for 
British production by Tony Owen in 
conjunction with Amalgamated Films 


of London. 


Film Commercials 


AMERICAN FILM PRODUCERS 
Completed: Liggett & Myers Tobacco Co., 
Inc. (Chesterfield), McCann-Erickson. 

In Production: Standard Oil Co. of N.J. 
(institutional), McCann-Erickson; Conti- 
nental Wax Corp. (Six-Month floor wax), 
Product Services. 


COUSENS-BLAIR 
PRODUCTIONS, INC. 


Completed: Continental Wax Corp. (floor 
wax), Product Services; Liftsavers, Inc. 
(Liftsavers), Product Services. 
In Production: World Wide Automobile 
Corp. (Volkswagen), Mathes; Phillips Pack- 
ing Co., Inc. (soups), Doner. 


ELEKTRA FILM PRODUCTIONS, 
INC. 

Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; American Tobacco Co. (Hit 
Parade opening), BBDO; N. Y. Telephone 
Co. (yellow pages), BBDO; Standard 


Brands, Ltd. (Royal pudding), MacLaren; 
F. & M. Schaefer Brewing Co. (beer), BBDO; 
Colgate-Palmolive Co. (Fab), Bates; Esso 
Standard Oil Co. (gasoline, service stations) , 
MacLaren; E. I. du Pont de Nemours & Co. 
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(dacron), BBDO; California Oil Co. (Calso 
stations), BBDO; Standard Oil Co. of Cali- 
fornia (Chevron gasoline), BBDO; Buick 
Div., General Motors Corp. (cars), McCann- 
Erickson. 

In Production: E. 1. du Pont de Nemours & 
Co. (carpets, fibers), BBDO; Smith Bros. 
Co. (cough drops), SSC&B; Standard Oil 
Co. (Imperial Esso), MacLaren; Buick Div., 
General Motors Corp. (cars, Bob Hope 
Show), McCann-Erickson; Ford Motor Co. 
(cars), JWT; S. C. Johnson & Son, Inc. 
(Pledge, Jubilee), B&B; S. C. Johnson & 
Son,-Inc. (Klear wax), FC&B; George W. 
Helme Co. (snuff), C&W. 


GRAY & O’REILLY 


In Production: American Oil Co. (Amoco 
gasoline) , Joseph Katz; Falstaff Brewing Co. 
(beer), D-F-S; Block Drug Co. (Omega 
oil), Gumbinner; General Foods Corp. 
(Bakers Coconut, Dream Whip), Y&R. 


HFH (Hunn-Fritz-Henkin) 
PRODUCTIONS, INC. 

Completed: National Biscuit Co. (cheese 
tidbits), McCann-Erickson; Avis Rent-A-Car 
Corp. (car rental), Mc-E; Gillette Co. (spe- 
cial offer), McCann-Erickson; General Mills, 
Inc. (Betty Crocker mix), DFS; Helena 
Rubenstein, Inc. (Heavenly Glow), OBM. 
In Production: General Mills, Inc. (Betty 
Crocker mix), DFS; Columbia Record Co. 
(records), McCann-Erickson; Sterling Drug 
Co. (Dr. Caldwell’s), Brown & Butcher; 
Bartons, Inc. (candy), DDB. 


KEITZ & HERNDON 


Completed: National Bank of Commerce 
(banking services), Ayers-Compton; Lone 
Star Gas Co. (gas service, refrigerators), 
EWR&R. 

In Production: Evangeline Maid Bread Co. 
(bread), Wm. Finn; Dallas Morning News 
(newspaper), direct; Rainbow Brown & 
Serve Rolls, direct; Deep Rock Div. Kerr- 
McKee Oil Industries, Inc. (Deep Rock 
gasoline), Lowe Runkle; Gunn _ Bros. 
(stamps), Lowe Runkle; Lone Star Brewing 
Co. (beer), Glenn; Banquet Frozen Foods 
(frozen dinners), D’Arcy; Dr. Pepper Co. 
(soft drink), Grant; Campbell-Taggart 
(Colonial rolls), direct. 


KLAEGER FILM 
PRODUCTIONS, INC. 

Completed: U.S. Rubber Co. (tires) , Fletcher 
D. Richards; Westinghouse Electric Corp. 
(various products), Mc-Cann-Erickson; 
Greyhound Corp. (bus travel), Grey; Stok- 
ley-Van Camp, Inc. (various products), 
L&N; National Carbon Co. (Prestone) , Esty; 
R. J. Reynolds Tobacco Co. (Camels), Esty; 
Ideal Toy Co. (dolls), Grey; Pontiac Div., 
General Motors Corp. (cars), MacManus, 
John & Adams. 

In Production: Westinghouse Electric Corp. 
(Polaris), McCann-Erickson; Edward Sharp 
Sales, Inc. (Sharp’s toffee), Wesley; P. Bal- 
jantine & Sons (beer), Esty; Stokley-Van 
Camp, Inc. (various products), L&N; Grey- 


hound Corp. (bus travel), Grey; Chese- 
brough-Pond’s Inc. (Vaseline hair tonic), 
McCann-Erickson; Good Housekeeping 


magazine, Grey; Pontiac Div., General Mo- 
tors Corp. (cars), MacManus, John & 
Adams; National Carbon Co. (Prestone), 
Esty; Colgate-Palmolive Co. (Vel), L&N; 
Radio Corp. of America (records), Grey; 
Dow Chemical Co. (Saran Wrap), Mac- 
Manus, John & Adams. 


NATIONAL SCREEN SERVICE 
Completed: P. Ballantine & Sons (beer), 
Esty; British Petroleum, Collyer Adv.; 
White Rock Corp. (ginger ale), MacManus, 
John & Adams; Pontiac Div., General Mo- 
tors Corp. (cars), MacManus, John & 
Adams; ABC Network (promotional films) , 
direct. . 





In Production: Natural Gas, MacManus, 
John & Adams; Sandura, Inc. (Sandran), 
Hicks & Greist; Stahl-Meyer, Inc. (Ferris 
hams), Hicks & Greist; P. Ballantine & Sons 
(beer), Esty; Crown Central Petroleum 
Corp. (gasoline), Lefton. 


RAY PATIN PRODUCTIONS, 
INC. 

In Production: Ralston Purina Co. (Dog 
Chow, show opening), Gardner; S. C. John- 
son & Son (Glo-coat wax), NL&B. 


PELICAN FILMS, INC. 

Completed: Robert Hall Clothes, Inc., Frank 
B. Sawdon; General Mills, Inc. (Betty 
Crocker cookie mix), BBDO; G. R. Kinney 
Corp. (shoes), BBDO; Pro-phy-lac-tic 
Brush Co. (PRO Double Duty), Lambert & 
Feasley; Bristol-Myers Co. (Ammens, 
Ipana), DCS&S. 

In Production: Robert Hall Clothes, Inc., 
Frank B. Sawdon; Lever Bros. Co. (Handy 
Andy), K&E; Norwich Pharmacal Co. 
(Nebs), FC&B; Lever Bros. Co. (Imperial 
margarine), FC&B; National Carbon Co. 
(Prestone), Esty; R. J. Reynolds Tobacco 
Co. (Winston & Camel), Esty; American 
Tobacco Co, (Lucky Strike), BBDO; Megs 
Macaroni Co. (Penn. Dutch egg noodles), 
Weightman; Burry Biscuit Corp. (Burry’s 
cookies), Weightman; Schick, Inc. (Schick 
products), B&B. 


PINTOFF PRODUCTIONS 
Completed: Ward Baking Co. (Tip Top 
bread), JWT (Goulding-Elliott-Graham) : 


Ford Dealer Advertising Assn. (Ford), 
JWT; Public Service Network (Building 


America), direct; Consolidated Cigar Corp. 
(Muriel cigars), L&N; American Broadcast- 
ing Co. (fight promotion), direct; Gunther 
Brewing Co. (beer), L&N; Stahl-Meyer, 
Inc. (frankfurters), Hicks & Greist; North 
American Philips Co., Inc. (Norelco 
shavers), C. J. LaRoche; O’Keefe Brewing 
Co. (ale), Comstock; Bon Ami Co. (Bon 
Ami Glass Gloss), Weiss & Geller. 

In Production: O’Keefe Brewing Co. (ale), 
Comstock; North American Philips Co., Inc. 
(Norelco shavers), C. J. LaRoche; Proctor 
Electric Co. (toaster), Weiss & Geller; 
Pintoff Productions (The Violinist), direct; 
American Cancer Society (promotionals), 
direct; Renault, Inc. (cars), NL&B; Paper- 
Mate Co., Inc. (pens), FC&B; American 


Broadcasting Co. (promotional), direct; 
New England Confectionery Co. (Necco 


C. J. LaRoche. 


wafers), 


VAN PRAAG PRODUCTIONS 


Completed: Chevrolet Div., General Motors 
Corp. (cars), Campbell-Ewald; Delco-Remy 
Div., General Motors Corp. (batteries), 
Campbell-Ewald; Mutual of Omaha (insur- 
ance), Bozell & Jacobs; D-X Sunray Oil 
Co. (D-X Boron gas), Potts-Woodbury; 
Chrysler Div., Chrysler Corp. (cars), Me- 
Cann-Erickson; Mercury Div., Ford Motor 
Co. (cars), K&E; Ford Motor Co. (institu- 
tional), K&E; Westinghouse Electric Corp. 
(vacuum __ cleaners), McCann-Erickson; 
Aluminum Co. of America, F&S&R; Rich- 
field Oil Corp. of Cal. (gas), Hixson & 
Jorgenson; Pabst Brewing Co. (beer), Grey. 
In Production: Beneficial Finance Co. 
(loans), Lefton; Renault, Inc. (cars), 
NL&B; Socony-Mobil Oil Co. (gas), Comp- 
ton; Dodge Div., Chrysler Corp. (cars), 
Grant; Delco-Remy Div., General Motors 
Corp. (cars), Campbell-Ewald; Chrysler 
Div., Chrysler Corp. (cars), McCann-Erick- 
son; D-X Sunray Oil Co. (D-X Boron 
gas), Potts-Woodbury; Ford Motor Co. 
(institutional), K&E; Mutual of Omaha (in- 
surance), Bozell & Jacobs; Rayco Mfg. Co. 
(mufflers), Emil Mogul; Chevrolet Div., 
General Motors Corp. (cars), Campbell- 
Ewald. 















CANON 35 UPSET. There can be lit- 
tle doubt that the broadcasting indus- 
try made significant progress in_ its 
seemingly endless struggle for equal ac- 
cess with other media in news coverage 
when the Oklahoma Court of Appeals 
ruled that the American Bar Associa- 
tion’s Canon 35, which discourages tele- 
vising of court trials (but doesn’t ban 
it), is not binding. 

This should give the green light to 
telecasters everywhere to bring their 
cameras into courts—but does it? The 
National Association of Broadcasters 
isn’t so sure and advocates a go-slow 
approach to its tv members. Said NAB 
counsel Douglas Anello: 

“We are extremely gratified by the 
Oklahoma decision, which essentially 
says that each trial judge shall decide 
whether tv should be admitted to a par- 
ticular trial. This is really what we have 
been advocating for some time, and in 
that sense the decision really can be said 
to upset the rigidity of Canon 35. 

“Where do we go from here? Frank- 
ly, we would like to see a series of test 
cases in various states so that the Okla- 
homa ruling would have wider applica- 
tion. For our part, we stand ready to 
assist any member station which asks 
us for help in trying to convince a judge 
that tv can cover a trial without impair- 
ing the dignity or decorum of the court. 
I want to emphasize, however, that we 
will provide assistance only if asked; in 
no case will we initiate such action.” 


HESITANT STEP. The cautious ap- 
proach of NAB is generally reflected 
among broadcasters themselves, judg- 
ing by their comments to NAB head- 
quarters here. They seem to recognize 
that the Oklahoma decision merely 
means the first hesitant step in the right 
direction, and they realize equally 
strongly that any rush of applications 
to the courts for permission to televise 
trials would be ill-advised at the 
moment. And when they do apply they 
want to make certain that no sensation 
results in their communities. Covering 
a trial for murder or kidnapping just 
isn’t in the cards, however high the 
public interest might be. 


Washington Memo 
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Prudence on the part of broadcasters 
would also go a long way to refute the 
charges that tv and radio stations are 
interested only in covering the more 
sensational trials, that the general run 
of day-to-day court cases holds little 
appeal. Thus, went the arguments, tv 
is really not interested in portraying 
the machinery of justice, only wants to 
go after high audience ratings for ad- 
vertisers. 

The question of sponsoring such 
trials as are televised raises another 
point. The obvious answer would 
seem to lie in leaving them unsponsored 
and put on the air as a public service 
by stations, just as live coverage of any 
news event would be. But the possibil- 
ity does exist for attracting institution- 
al-type sponsorship of the films of such 
trials without offense to anyone. 


ELECTRONIC VICTORY. The Okla- 
homa case was regarded as especially 
significant because televising of the 
lower-court trial was actually an issue 
in the appeal. In that trial in Oklahoma 
City District Court, Edward Lyles was 
convicted of burglary and sentenced to 
15 years in prison. WKY-TV Oklahoma 
City filmed some scenes involving the 
defendant in the courtroom during a 
recess and before the jury was se- 
lected. 

After the defendant was convicted, 
his counsel appealed on the ground that 
taking the pictures violated Canon 35 
and might have influenced prospective 
jurors in the courtroom at that time. 
The appeals-court opinion, written by 
presiding Justice John A. Brett and 
concurred in by Justices John C. 
Powell and Kirksey Nix, rejected the 
appeal, saying with particular refer- 
ence to Canon 35: 

“The adoption of the canons of ethics 
by the courts did not give canons force 
of law. They are nothing more than 
a system of principles of exemplary con- 
duct and good character.” 

As to the defendant's claim that his 
privacy had been violated by the cam- 
eras, the court said: “When one be- 
comes identified with an occurrence of 


public or general interest, he emerges 


















from his seclusion, and it is not an in- 


vasion of his right of privacy to pub- 
lish his photograph or otherwise to give 
publicity to his connection with that 
event. The law does not recognize a 
right of privacy in connection with that 
which is inherently a public matter.” 


BAR TO THE FORE. Even before the 
Oklahoma ruling the American Bar 
Association itself gave tacit recognition 
to the possibility that the advances of 
electronic journalism may have out- 
moded Canon 35. At its Los Angeles 
convention the week earlier, it appoint- 
ed a special nine-man committee to re- 
view Canon 35 and the effect on it of 
electronic-reporting advances. It was 
the first crack in what had heretofore 
been the solid front of the ABA on the 
subject. 

This was by no means the first ABA 
commitiee on the subject. In 1956 a 
special canon revision committee of its 
American Bar Foundation recommend- 
ed minor procedural changes in Canon 
35 while leaving its basic recommenda- 
tion intact. The parent ABA deferred 
action on even that innocuous recom- 
mendation until its recent Los Angeles 
convention, then merely appointed an- 
other committee. Another ABA group, 
the Bar-Media Conference Committee, 
has been studying the problem of the 
courts and journalism since 1954 but 
has presented no report or recom- 
mendations. 

When the newly appointed ABA 
committee starts its assigned task of 
discovering what effect recent advances 
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information for individual stations in 
individual markets; the other is more 
qualitative information on brand-share 
of the individual markets on 20 low- 
brand loyalty categories. 

Inclusion of this second section, ac- 
cording to Edward G. Hynes, president 
of Trendex, represents the first time a 
research service has gone beyond rat- 
ings and developed sales information 
on a regular basis. He points out that 
the sales effectiveness can be measured 
in this way. 

A low-brand category would be a 
commodity which is not purchased out 
of habit, such as breakfast cereals, 
toothpastes and _ detergents. 
Brands purchased within these cate- 
gories are generally purchased on im- 


soaps, 


pulse, or after heavy advertising pres- 
sure. 

Trendex plans to do two reports this 
year in the initial 50 cities, none of 
which will be in the top 20. Next year, 
30 more cities will be added from the 
larger markets and some from the 
These additional 
cities will have more frequent reports 
than the initial 50, Mr. Hynes says. 
Charge for the service will be on a com- 


smaller markets. 


petitive basis, he says, “cheaper than 

Nielsen and comparable to ARB.” 
The method utilized by Trendex will 

be its standard technique — the tele- 


phone home interview. Interviewers 





Memo 


(Continued from page 97) 


have exerted on the process of report- 
ing trials, it will have before it the truly 
historic words of the Oklahoma appeals 
court as both a challenge and a guide 
to its deliberations. The court said: 

“Freedom of the press as guaranteed 
by the state and Federal constitutions 
is not confined to newspapers and pe- 
riodicals, pamphlets and leaflets, but 
those provisions of free press extend to 
broadcasting and_ television. The 
courts make no distinction between 
various methods of communication in 
sustaining freedom of the press. Free- 
dom of the press is not a discriminate 
right but the equal right of news-gath- 
ering and disseminating agencies, sub- 
ject only to the restrictions against 
abuse and injurious use to individual 
or public rights and welfare.” 
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will make 45,000 to 50,000 calls in each 
city, and categories will be split among 
them. Mr. Hynes estimates that the 
company currently makes approximate- 
ly six million telephone calls annually, 
and with its new service will make 
about seven million calls a year. 

Trendex will go ahead with or with- 
out subscribers. Agencies have been 
offered the service without charge, and 
national advertisers can buy it as a 
package. Regional advertisers may se- 
lect reports for their own areas. Main 
sales effort at present is being directed 
at stations. 

At present, Trendex publishes a 
monthly tv program-popularity report 
measuring network shows, and the Tele- 
vision Advertisers’ Report, published 
bi-monthly. An affiliate, Qualitative 
Research, Inc., does special reports on 
markets, commercial awareness, audi- 
ence preference, etc. 


Hamm’s Commercial Tops 


Hamm's beer took the lead over 
Piel’s this month in the battle between 
the two brewers for the top position in 
the American Research Bureau's poll 
of best-liked tv commercials. Hamm’s 
and Piel’s have been alternately occupy- 
ing the first and second spots in the 
survey for the past four months. Dodge 
maintained its hold on the number- 
three slot, but shared it this month with 
Winston, which had moved down from 
eighth place in July. 

Several commercials were newcomers 
to the list. Wrigley’s gum made an im- 
pressive start ranking fifth, Ajax and 
Dash made their debut together tied for 
the 15th position, and Pepsi Cola ap- 
peared for the first time on the survey 
in a tie with three others for the 21st 
spot. 

Quite a few of the 


ranked last month are missing from the 


commercials 


August tabulation. Tip Top bread 
dropped off the list for the first time 
in six months, along with Revlon. 
Kodak, Chiffon, General Electric and 
Kaiser Aluminum. 


Commercials that increased their 
standing included Alka-Seltzer, which 
moved from 13th to sixth place; Ivory 
soap, jumping from 20th to eighth, and 


Newport cigarettes, advancing from 


18th in July to tie with Ivory in the 


eighth spot in August. 





A number of commercials dropped in 
popularity this month. The beers took 
the biggest beating, with Burgermeister 
falling from fifth to 12th, Ballantine los. 
ing 10 positions and falling to 21st, and 
Falstaff taking the worst tumble in go- 
ing from fourth place to 17th. Sixteen 
of the 23 commercials made the list for 
the second straight month, and two 
reliables which failed to show up in July 
reappeared in August. Post cereals re- 
turned in the 18th slot, and Chevrolet 
bounced back in 10th place. 

Commercials other than beers which 
took a tumble this month were Raid, 
from seventh to 10th place; Zest, from 
ninth to 12th position, Black Flag, from 
10th to 21st, and Wilkin’s coffee, from 
14th to 21st. 

Results were tabulated from diaries 
placed by ARB for the week of Aug. 1- 
7, with each person keeping the diary 
asked to note his favorite commercial 
for that survey week. As always, these 
figures represent only preference for the 
commercial and do not attempt to meas- 


ure audience size or effectiveness. 





Best-liked Ty Commercials 
Based on ARB’s National Diary Sample, 
Aug. 1-7, 1958 
Rank 
1. Hamm’s 
2. Piel’s 


3. Dodge 


Commercial and Agency 
Campbell-Mithun 
Young & Rubicam 
N. W. Ayer 

Wm. Esty 
Meyerhoff 


3. Winston 
. Wrigley’s 


6. Alka-Seltzer—Geoffrey Wade 


wn 


i. 


. Seven-Up—J. Walter Thompson 
8. Ivory Soap—Compton 

10. Chevrolet Ewald 
10. Raid—Foote, Cone & Belding 


BBDO 


Campbell 


12. Burgermeister 
12. Zest—Benton & Bowles 
14. Bab-O—Brown & Butcher 
15. Ajax—Bryan Houston 
15. Dash 

17. Falstaff 


18. Kraft 


Dancer-Fitzgerald-Sample 
Dancer-Fitzgerald-Sample 

J. Walter Thompson 

Benton & Bowles 

E. H. Weiss 

21. Ballantine—Wm. Esty 

21. Black Flag—J. Walter Thompson 

Kenyon & Eckhardt 

21. Wilkin’s Coffee 


18. Post Cereals 


18. Stagg 


21. Pepsi Cola 


M. Belmont Ver Standig 





























SKIATRON INTEREST. For the last 
few weeks there’s been mounting inter- 
est in the shares of Skiatron Electronic 
& Television Corp., traded on the 
Exchange. have 
been floating fast and far that this sys- 
tem of subscription television has made 


American Rumors 


some progress in overcoming the tech- 
nical problems of installing pay tv. 
Earlier this month some details of the 
progress were disclosed by Matthew M. 
Fox, president of Skiatron Television, 
Inc., the production company licensed 
by the listed company to get the system 
into operation. 

There were five basic points to Mr. 
Fox’s discussion of the present status 
of the pay-tv system he is promoting: 

1. The gadgetry of the system has 
been simplified. 

2. The Bell System companies in 
three states have indicated a will- 
ingness to conduct preliminary 
engineering costs on Skiatron’s 
system, with the cost borne by 
Skiatron Television, Inc. 

3. Reuben R. Donnelley, the nation’s 
largest mail-and-phone solicitor, 
has agreed to handle the sales. 
billing and maintenance problems 
of the Skiatron system once it is 
in operation. 

1. A franchise system of distribution 

will be set up in each area to 

handle the job of distribution. 

5. The job of financing the tooling- 
up of the system is about to be 
faced. 


FOX SETS DATE. To show the confi- 
dence with which the irrepressible Mr. 
Fox has in his system, he set April 1959 
as the month in which Skiatron sub- 
scription tv would start operations, re- 
gardless of the number of customers it 
has. 

The technical progress came with the 
development of a new metering system 
using coaxial cables. It will be installed 
alongside the tv set in the home, and 
it will automatically record at a central 
location the identity of subscribers tun- 
ing in on a Skiatron telecast. 

International Business Machines and 
Skiatron Electronics & Television 
Corp.. along with others, are credited 


with working out the electronic and 


Wall Street Report 


mechanical bugs that enabled the com- 
pany to offer a smaller, cheaper and 
less troublesome metering device. 

The introduction of the Bell System 
into the Skiatron scheme carries tre- 
mendous weight with it, even though 
the announcement which Bell author- 
ized to indicate its role is a most cau- 
tious and carefully worded one. It 
stated simply that the New York Tele- 
phone Co. has agreed to “engage in 
preliminary engineering studies to de- 
termine the appropriate terms and con- 
ditions for furnishing coaxial television 
distribution networks” for distribution 
of pay tv in New York state. It then 
added that Skiatron Television Corp. 
“will pay all costs incurred in making 
such studies” and had already made a 
substantial advance payment. It then 
indicated that the New Jersey Bell Sys- 
tem was negotiating a similar agree- 
ment, and a third arrangement is being 
worked out in California. 


PHONE FIRMS’ ROLE. Technically, 
the telephone company would not have 
any role in linking the homeowners’ 
sets directly to the cable. It would 
bring the cable to the set-owners’ prop- 
erty, and Reuben R. Donnelley would 
then link up the set and the cable. 

Donnelley would also take over vir- 
tually all the administrative work of 
the operation. It would bill the cus- 
tomer, arrange for the sales of the sys- 
tem, maintain the metering device in 
good order and handle all division of 
income from the system. 

Both the telephone companies and 
Donnelley would do their jobs on a 
flat-charge basis. The telephone com- 
panies would base their charges on the 
mileage rental of the cable, Donnelley 
on all its administrative and service 
functions. 

Skiatron Television, Inc., would have 
the job of arranging for the program- 
ming. Just what type of programming 
would be introduced is subject to 
rumor and speculation. Evidently Mr. 
Fox already has some agreement with 
major-league baseball 
of the 


teams on the coast. It is probable he 


some of the 


teams, presumably one two 
also has worked out some agreement 


with Sol Hurok. However, he has not 





permitted newsmen to pin him down to 
any specific details. The only qualify- 


ing statement he released was to the 
effect that only attractions for which 
an admission price currently is charged 
at the scene of the event would be tele- 
cast on Skiatron. 


COST PROBLEM. 


course, critical 


The final—and, of 
element in the proposal 
is the cost of producing the necessary 
equipment. It’s too big a job for any 
one organization to tackle, so Mr. Fox 
indicated there would be Skiatron fran- 
chises granted in geographical areas 
based on the number of tv homes in 
the area. 

The cost of the metering device, plus 
installation, is estimated at between 
$30 to $60. It’s more likely to be the 
higher figure at the outset. Thus, it 
would take an investment of $600,000 
to ready 10,000 homes, or twice that for 
20.000 homes. 

The initial terms of the system to the 


Fox. 


36-month contract. 


homeowner, as outlined by Mr. 
would call for a 
with the owner paying a $1l-per-week 
charge. He would have no installation 
cost, no down-payment charge and no 
maintenance cost. 

Thus, the franchise owner would 
have a $1 per week coming in from 
each set to amortize his cost. In a three- 
year period he could be sure of $156 
per installation. If he has a 10,000-set 
franchise, this would presumably bring 
him a return of $1,560,000. 


(Continued on page 104) 
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Ward (Continued from page 41) 


trend-setters, Mr. Gifford indicates that 
if an animated commercial demon- 
strates its sale potency, it merits a sub- 
stantial advertiser investment. 

Formerly a GEG division, Gifford 
Animation is now an independent or- 
ganization. Maintaining that cartoons 
will eventually enjoy the same stature 
on television they presently possess in 
newspapers, Mr. Gifford foresees in- 
creased tv use of comic strips, cartoons 
and short subjects. Present projects of 
the organization include short subjects, 
experimental cartoon series for Nescafe 
and Soilex and a new Interstellar Space 
Adventure Series. 

During the actual creation of the 
Ward commercials, Gifford personnel 
transfer the soundtrack to taped film, 
which serves as a guide to animation. 
Cartoonists draw several key layouts 
corresponding to scenes already indi- 
cated on the storyboard. The rough of 
the final picture is not colored in. If 
the rough is deemed satisfactory, it is 
inked, painted on acetate cells and 
re-photographed. The film is then inte- 
grated on the soundtrack, and the 
artistic and mechanical process of pre- 
paring Emily for her tv audience is 
completed. 

Personalities involved in _ putting 
Emily and her cohorts across include 
film character actress Margaret Hamil- 
ton, who supplys Emily with her voice; 
Carl Reiner, formerly of the Sid Caeser 
troupe, who does assorted characters; 
Lynn Merrill, a Hungarian actress who 
portrays the glamour girl, and Shirley 
Conway and Gil Mack, who do assorted 
roles. 

Stockholders in GEG, Ray Goulding 
and Bob ELiott have confined them- 
selves to submitting ideas for the Emily 
Tipp pitches and confining their his- 
trionic talent to the Harry and Bert Piel 
impersonations. According to Mr. Gif- 
ford, both Bob and Ray “wish to avoid 
the rut of doing the same basic things 
over and over.” 

If present developments are an ac- 
curate gauge, the Ward spot commer- 
cials seem destined to rival the brothers 
Piel as tv perennials. Exposed to 40 
per cent of-the nation’s television mar- 
ket for more than a year, the Tip Top 
promotion messages appear in Chicago, 
South Bend, Cleveland, St. Louis, Erie, 
Syracuse, Rochester, Schenectady, Bur- 








Tower of Babble 


Now it’s Moscow that wants to 
get into the tall-tower act. 

To Kwtv Oklahoma City came 
this letter from a_ publication 
called Tv-Kijker in 
“The Russians are 
claiming to have the highest tv 


Antwerp, 
Belgium: 


tower in the world under construc- 
tion. It will be 1,400 feet high. 
We believe that your station’s 
tower is higher, and we shall be 
glad if you will confirm this for 
an article which we will be pub- 
lishing in our next issue.” 

Replied kwtv: “Happy to com- 
bat Communist tall tales. At 
1,572 feet, KwTv’s tower is 172 
feet above the proposed Russian 
structure, and 100 feet higher 
than New York’s Empire State 
Building.” 





lington, Vt., Springfield, Ill.. Boston, 
Providence, New York, Philadelphia, 
Pittsburgh, Baltimore, Durham, Ra- 
leigh, Winston-Salem, Johnstown, Pa.., 
Wheeling, Youngstown, Columbus, New 
Orleans, Birmingham, Tampa and Jack- 
sonville. 

Although Emily places her main em- 
phasis on bread, she also plugs Ward 
cupcakes, doughnuts, frankfurter rolls 
and desserts to a smaller degree. The 
company’s executives indicate that for 
the present, at least, Emily will con- 
fine her selling efforts to present Ward 
markets. 


Used in Other Media 


Thanks to Emily’s tv fame, however, 
Ward’s promotion doors have been 
opened to other media. In addition to 
television, the old girl now appears in 
newspaper, trade-magazine and radio 
advertising, point-of-sale _ literature, 
sales-promotion pieces, 24-sheet bill- 
boards, a new bread wrapper, poster 
advertising scheduled for near-future 
display by Ward’s fleet of 3,100 delivery 
trucks and even on the dividend stuf- 
fers supplied to the bread concern’s 
stockholders. 

One major Ward objective is to get 
wider distribution for Tip Top prod- 
ucts in supermarkets and chains. A spe- 
cial monthly postcard campaign origi- 





nated by J. Walter Thompson and star- 
ring Emily has been created to generate 
interest in Tip Top products. 

The behind-the-tv-scene organizers 
and creators of the Tip Top commer- 
cials are mainly responsible for Ward’s 
present success with spot tv. The men 
in Emily’s life represent a combination 
of food-product experience and youth- 
ful advertising verve. Gus Gucken- 
berger has been in the food industry 
since 1916, when he started his career 
at the age of nine, working in his fa- 
ther’s Jersey City grocery store. Asso- 
eiated with Ward since 1952, he has 
risen from the position of advertising 
manager to vice president in charge of 
sales, advertising and merchandising. 

The originator and organizer of 
many food-industry sales and adver- 
tising-promotion programs, including 
National Retail Grocers’ Week, Individ- 
ual Retail Grocers’ Week of New Jer- 
sey and Thanksgiving In Spring, Mr. 
Guckenberger served as executive sec- 
retary of the New Jersey and Hudson 
County Retail Grocers’ Association from 
1927 to 1937 and executive vice presi- 
dent of the New York and New Jersey 
Bakers’ Council from 1937 to 1941. His 
other responsibilities involved such 
posts as secretary-treasurer of the Na- 
tional Retail Grocers’ Secretarys’ As- 
sociation and secretary of the National 
Institute of Food Trade Publications. 
Prior to joining Ward Baking. he 
served as executive secretary of the New 
York State Food Merchants’ 


tion 


Associa- 
Considered something of a “boy 
genuis,” Ed Graham raced through 
Dartmouth College in approximately 
half the normal four-year span of cam- 
pus life. He wrote for Perry Como at 
19 and was probably the youngest copy- 
writer ever employed at Young & Rubi- 
cam. After creating in the Piel brothers 
what some sources consider the most 
unique advertising campaign in Madi- 
son Avenue history, he left Y&R to 
pursue an independent career of as- 
sisting advertisers in need of original 
advertising campaigns. 
Twenty-eight-year-old Lewis Gifford 
hails from the environs of Boston, has 
been interested in animated techniques 
since his graduation from Harvard six 
years ago and, prior to organizing his 
own business was associated for five 
years with J. Walter Thompson as a 


copywriter. 














Tape (Continued from page 3/) 


KHJ-TV Los Angeles, has created a sub- 
sidiary for commercial production. 
Television Commercials, Inc., located 
at Paramount Sunset Studios, will be- 
gin taping of commercials by the mid- 
dle of next month. 

The effect of tape on film production 
is the main concern of the independent 
producers. At the networks, tape is 
spoken of as an adjunct, or extension 
of live television. 

As such, it can solve local housekeep- 
ing problems, or at least simplify those 
problems. Extensive network use of 
videotape probably will result in lower 
production costs as studio space is bet- 
ter utilized throughout the day. (With 
proper schedules, one studio and one 
crew can handle, say, three shows in 
one day. If these were telecast live, three 
studios and three crews might be 
needed.) Also, overtime costs can be 
cut down by taping late-evening shows 
during the normal workday and pre- 
recording week-end shows during the 
week. However, network executives are 
agreed at present that there will be no 
phenomenal savings in the immediate 
future. 

As an extension of live television, 
tape is capable of doing the following: 

Whole shows can be taped in advance, 
either to avoid overtime or to accom- 
modate conflicting talent commitments. 

Complicated scenes can be pre- 
recorded and inserted in a live program, 
avoiding chaos and expanding the 
scope of television as an entertainment 
medium. 

Any combination of film and live can 
be taped. Thus, as animated sequence 
can be part of a tape commercial, and 
an underwater shot can be part of a 
taped program. 

One word of warning: tape will not 
necessarily replace live programming, 
any more than it will necessarily replace 
film. Certain programs are most suc- 
cessful because they are live, because 
there are fluffs. Film will be needed for 
difficult remote shots, although it should 
be emphasized here that tape can go 
anywhere a television camera can go. 
A shot from the top of the Matterhorn 
probably would be easier with a film 
camera, but some broadcasters have 
demonstrated that a television camera 
can be flexible. A cable from the camera 





the bottom of the lake. 





Videotape Race Coverage 


The new Dage miniature camera was utilized to cover the race. 





KING-TV Seattle got an opportunity to demonstrate the possibilities of 
videotape recently while covering the Gold Cup unlimited hydroplane race. 
One of the machines went out of control as it skimmed the water at 
145 miles an hour and rammed into a 45-foot steel-hulled Coast Guard 
boat. The pilot leaped from his hydroplane seconds before the impact, but 
six men on the Coast Guard boat were injured, and both craft sank to 


The event was telecast live over ABC-TV, and minutes after the crash 
the nation’s viewers saw the whole thing all over again, via videotape. 
Gold Cup officials reviewed the action on a special KING-TV monitor that 
had been set up on the official barge, marking the first time that it was 
possible for officials to take a quick second look at the action. 

Newspapers and wire services were provided with still pictures of the 
crash through film strips made from videotape. The Coast Guard commit- 
tee investigating the crash spent two hours running and re-running the 
sequence of events that led up to the accident to determine its cause. (A 
rudder flew off at the start of the second heat.) 


A hand- 


carried baby model weighing five pounds, and small enough to take into 
the cockpit of the hydroplanes, it provided intimate close-ups of the damage 
and other shots impossible with an ordinary television camera. 

A battery of eight cameras was used by KING-Tv to cover the race. One 
of the cameras was mounted on a giant giraffe boom which carried it as 
high as 60 feet in the air for panoramic shots. 





Susu aeuasanenriaseatanesinn 


to a mobile unit, which then micro- 
waves the image back to the studio to 
be recorded, is one method. 

ABC-TV has already demonstrated 
this method with 87th Precinct, and de- 
scribes the show as a weekly half-hour 
live detective drama. The series, pro- 
duced by David Susskind of Talent As- 
sociates, is scheduled for prime evening 
time this fall. The versatility of the tv 
camera is graphically illustrated in the 
pilot tapes of this show, which include 
subway scenes and shots from the top 
of a skyscraper to the basement of a 
tenement. One network producer points 
out that, in addition to a vivid picture, 
the method of continuous shooting with 
tape adds still another element of real- 
ism: the actors in a chase scene are 
badly winded and perspire freely. In 
the stop-and-start method of film shoot- 
ing, everybody gets a rest, and the view- 
er is under the impression he is watch- 
ing well-trained athletes perform. 


Frank Marx, vice president in charge 
of engineering, ABC-TV, says the net- 
work “has done about everything with 
videotape that even the future will al- 
low.” In addition to placing afternoon 
programming on a clock-time basis, 
ABC-TV is now exploring ways of put- 





ting much of the evening schedule on 
this basis. 

Commercials were pre-recorded when 
the Lawrence Welk show came east re- 
cently, and when Patrice Munsel wanted 
to catch a aix-o’clock plane from Idle- 
wild the evening of her last show, which 
was to go on the air at 9 p.m., the en- 
tire program was pre-recorded at 
Idlewild. At 9 p.m., New York time, 
viewers across the nation watched Miss 
Munsel board a plane at 6 p.m., New 
York time. 

“In the future,” Mr. Marx suggests, 
“the television industry may be able 
to operate on normal hours, between 
9-5 p.m., for a 40-hour week.” 

Mr. Marx points out that individual 
stations can tape a number of pro- 
grams slotted for the early morning and 
late evening during their regular broad- 
cast period. He sees no great problem 
in editing videotape, and likens the 
problems associated with it to the first 
audiotape. Production costs, says Mr. 
Marx, should remain about the same as 
they are now, and there will not be any 
great savings on a network level. 

Extensive use of VTR will not lead 
to reductions in personnel, the ABC- 
TV executive says. “Rather than a re- 
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duction of staff, more money will be 
diverted to other areas, and more peo- 
ple employed, as happened when the 
dial telephone was installed.” 

He points out that the raw stock of 
tape is more costly than raw film, so 
that when tape is used only to store 
program matter film would be more 
economical. However, tape can be used 
many times, “and you can’t wipe the 
image off film.” 

Similar sentiments were echoed by 
executives at the other networks. Ed 
Saxe, vice president, operations, CBS- 
TV, describes tape this way: “It’s really 
an adjunct to live television—a most 
useful tool to live broadcasters.” 

There are few limitations to tape as 
a substitute for kinescopes, Mr. Saxe 
says. Rather, there are only plusses. He 
points out that VTR enables producers 
to do programs that couldn’t have been 
produced on an instantaneous basis, 
e.g., the scene change from the bottom 
of a swimming pool to an evening party. 

Pilots of programs can be taped so 
that producers can see immediately 
what they have, and at the same time, 
kinescopes can be made to be shown to 
agencies at the present time not 
equipped to view VTR programs, Mr. 
Saxe says. 

CBS-TV, in addition to its delayed 
broadcasts, has utilized videotape in a 
variety of ways. Mr. Saxe points out 
that a broadcaster can cut down on 
week-end work by pre-recording pro- 
grams, and CBS-TV has been doing this 
with four Sunday shows: Camera Three 
(11:30 a.m.-noon), Eye On New York 
(11-11:30 a.m.), Lamp Unto My Feet 
(10-10:30 a.m.) and Look Up and Live 
(10:30-11 a.m.). 

Since filmed portions of previous 
shows are being integrated in Name 
That Tune (Tuesdays, 7:30-8 p.m.), 
the network has begun taping it en- 
tirely, insuring smooth transitions. In 
this regard, Mr. Saxe points out that 
producers can take two hours or more 
to pre-record a program, stopping and 
starting when necessary, and avoid the 
frenzied pressure that is a routine part 
of live telecasting. 

Taped inserts have been used on 
numerous occasions in Playhouse 90 
(Thursdays, 9:30-11 p.m.), especially 
when the host of a program (who 
normally stars in the following week’s 
presentation) cannot be available at 
show time the previous week. The staff 
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of Captain Kangaroo wanted some time 
off this summer, and so numerous 
Saturday programs were taped in ad- 
vance. 

When Saturday baseball games run 
long and cut into horse racing, CBS- 
TV has taped the race and broadcast 
it either immediately after the game or 
later in the evening. 

And tape may be the answer to the 
dilemma broadcasters face in attempt- 
ing to cover important live events which 
interfere with the regular schedule. Mr. 
Saxe says that CBS-TV will tape im- 
portant sessions of the United Nations 
and extract those parts that are most 
significant and play them back, either 
in a news show or as a special UN re- 
port. 

The network will originate more 
taped programs in the future, but the 
extent to which this will be done can- 
not yet be determined. Certain selected 
programs are taped and stored for pos- 
sible re-use, and CBS-TV will probably 
tape all of its upcoming specials, at 
least those to which they have the rights. 


Kine Substitute 


In general, says Mr. Saxe, the net- 
work will use tape in all areas where it 
has used kinescope. This applies to 
commercial production where it is the 
company’s present policy to service 
network customers. “We have not 
crossed the bridge [into independent 
commercial production], and we have 
no new plans to cross to other fields,” 
Mr. Saxe declares, indirectly answer- 
ing the fears of film commercial pro- 
ducers. 

Hugh M. Beville, vice president, 
planning and research, NBC-TV, feels 
that VTR will not introduce any par- 
ticular savings in production costs. In 
the long run, some economies may be 
introduced by extensive use of tape, 
since it is less expensive than kinescope 
in that it can be erased. Capital ex- 
penses may be reduced, and better 
scheduling of studio usage may result, 
he says. 

Mr. Beville describes tape as a stor- 
age container, something like a deep 
freeze, “an intermediate between the 
camera on the one hand and the trans- 
mitter on the other. It captures and 
holds an electronic image.” He feels a 
lot of “silly talk” has been circulated 
about VTR: “Even tape isn’t live, and 
programs that should be live ought to 


be kept alive.” 

Tape gives broadcasters flexibility— 
opportunities to do on-location shots 
for live drama shows, for example— 
and will introduce many new effects to 
live television, Mr. Beville says. As an 
example of effects that can be achieved 
with a blend of live and videotape, 
Dinah Shore last season did a twin- 
sister act; she was live in one half of 
the screen, and a taped sequence was 
telecast in the other half. 

One of NBC-TV’s audience-participa- 
tion shows, /t Could Be You, is telecast 
from the coast at 9:30 a.m., but had 
run into one difficult problem: how to 
get an audience at that hour. Solution: 
pre-record the show at a more amenable 
time so that an adequate audience was 
present. 

Problems such as editing, reproduc- 
tion and re-use formulas will eventually 
be solved, according to Mr. Beville. 
Since reproduction of tape has to come 
from the original, he suggests that at 
least one way to overcome this difficulty 
is to do six originals, and then multiply 
copies in this manner. 

NBC-TV, through its TeleSales de- 
partment under David A. Lown, is pre- 
paring to service network advertisers 
with videotape commercials. One net- 
work executive, queried about the pos- 
sibility of accepting additional com- 
mercial production business, indicated 
that it was conceivable, since the net- 
work cannot turn down legitimate busi- 
ness. At present, much depends upon 
on how NBC-TV’s New York tape cen- 
tral is set up. 

NBC News, under vice president 
William A. McAndrew, has developed 
a new type of news syndication—elec- 
tronic syndication—in which tape plays 
a major role. Subscribing stations may 
take the film portions of The Huntley- 
Brinkley Report (6:45 p.m. and 7:15 
p.m.) off the air either by tape or 
kinescope, and then use the film in 
their own local news shows. Subscrib- 
ers pay a fee, and must adhere to one 
condition: that they air the program. 
Eight stations have signed up for the 
service. They are WBAP-TV Fort Worth, 
KTVT Salt Lake City, woai-tv San An- 
tonio, KRON-TV San Francisco, KARD- 
tv Wichita, KTIV-TV Sioux Falls, wrep- 
tv Chattanooga and wpsu-tv New Or- 
leans. 

Mr. McAndrew says he is “looking 
forward in the future to ever-increas- 











ing use of tape in covering news events, 
although at the present time it doesn’t 
look as though tape will ever complete- 
ly replace film.” Although film at the 
moment is cheaper in covering news, 
it is a slower process, Mr. McAdrew 
points out, and even under ideal condi- 
tions and on a rush basis, at least an 
hour is lost in developing and editing 
the material. 

Most of the observations applying to 
network use of tape can be applied on 
a station level. But stations have even 
more reason to invest in VTR machines 
because it opens up new vistas in local 
live programming, heretofore mostly a 
sad and uninspired area, due to costs. 
It also may bring in new local business, 
neglected or even turned down because 
of production rush or lack of facilities. 

Fred Fletcher, vice president and 
general manager of WRAL-TV, Raleigh- 
Durham, N. C., finds that VTR is im- 
portant in three areas: recording of all 
regular week-end local programs; re- 
cording of special programs for later 
playback, and recording of commercial 
announcements for greater local sales 
profit. 


Eye to Syndication 


Many stations that have invested in 
VTR machines have done so with an eye 
David 
Yarnell, program manager of WNEW- 
Tv New York (formerly WABD) says 
that “prior to the advent of videotape, 


on the syndication market. 


it was impossible for local television 
stations to compete financially for the 
services of top-grade talent. Now that 
the opportunity of syndication appears 
with a promise of substantial financial 
reward for the performer and creative 
talent, we as a New York station fully 
equipped with videotape find that we 
are holding a good poker hand. Chan- 
nel 5 plans to seek out show properties 
and talent for syndication.” 

Mr. Yarnell also points out that it is 
now possible to record commercials for 
a sponsor who wants a live approach 
to selling without “incurring the as- 
tronomical costs of keeping live camera 
and crews on full programming day 
call.” WNEW-TV will set up taping sched- 
ules so that an economical operation 
can be established. 


wPix-Tv New York is putting to- 
gether an hour-long show, The Private 
Life of a Dictator, and will offer it for 


tape syndication. The show consists of 
old films related to the career of the 
late Adolph Hitler. The station, which 
completed the first tape syndication 
deal when it purchased Divorce Court 
from kTTv Los Angeles, is also consid- 
ering placing Dionne Lucas’ Gourmet 
Club, a half-hour live show, on the tape 
market. 

KHJ-TV Los Angeles has set up the 
Don Lee Video Service, offering com- 
plete videotape service to program and 
film producers and to advertising agen- 
cies. According to John T. Reynolds, 
vice president and general manager of 
the station, VTR enables it to obtain 
top Hollywood names for its local pro- 
grams. “They can appear at their con- 
venience and ours, and because oi this 
flexibility we can schedule many pre- 
viously unavailable stars on our pro- 
grams.” This same flexibility covers 
news programming, Mr. Reynolds 
points out, with visiting statesmen and 
celebrities available for pre-recording 
for early and late news shows. 

An advertiser using local live com- 
mercials can now overcome two major 
headaches on the local level, he points 
out: unavailability of talent at neces- 
sary times, and costs of elaborate sets 
and facilities that must be assembled 
for every commercial. 

wor-Tv New York has carried a 
regularly scheduled videotape program 
produced and originated. in Texas. 
The program, Don Mahoney’s Kiddie 
Troupers, was aired and recorded at 
KENS-TV San Antonio, and the tape was 
air-expressed to New York for play- 
back. The New York station has utilized 
its equipment to play back the races 
from Yonkers Raceway, and has pre- 
recorded special events. Advertisers 
have also used wor-Tv’s VTR equip- 
ment, and have found the immediate 
playback invaluable. 


Independent packagers, producers 
and distributors of television film shows 
are beginning to experiment with tape. 
Three factors have held them up: taped 
shows at present can be syndicated only 
on a limited basis, since not enough 
markets are equipped with the machines 
to make such an operation pay; they 
have reservations about the practicabil- 
ity of tape over film in terms of pro- 
duction, and finally, also from a pro- 
duction viewpoint, a switch from tape 
to film, or even a combination of both, 








involves a tremendous investment in 


equipment and new personnel. 
However, many pilot tapes have been 
produced to measure VTR’s economic 
and creative possibilities. 
Telefilm Associates isn’t talking about 
it yet, but its projected tie-up with 
Telestudios, Inc., will probably lead to 


Nationai 


new taped programs in addition to tape 
commercials. NTA has ordered four 
Ampex machines, one for each of its 
two stations, (WNTA-Tv Newark-New 
York and KMsp-tv Minneapolis), with 
the other two set for Telestudios. 

Guild Films, with one tape recorder, 
is the first syndicator to offer a taped 
property on the market-by-market 
route. Divorce Court, produced and 
taped by kttv Los Angeles, has been 
sold to we1x New York, WHDH-TV Bos- 
ton, KING-TV Seattle and KRON-TV San 
Francisco. Guild has set up a wholly- 
owned subsidiary, Synditape, Inc., 
which will have a line-up of 13 tape 
shows and long-term production deals 
with certain tape-producing stations. 

KTTV Los Angeles will produce for 
Guild a new program starring Paul 
Coates and titled Juvenile Court. Guild 
has also set up an arrangement with 
Kcop-Tv Los Angeles for the produc- 
tion of three tape programs for syndi- 
cation—The George Jessel Show, The 
Mae West Show and People’s Court. 

“Almost as important as the boost 
tape will give programming,” says John 
Cole, president, “is the cost element. 
Guild plans to offer tape programs for 
60 per cent less than comparable film 
programs.” 

Many of the promises of videotape, 
particularly in the area of commercial 
production, will be as nothing unless 
satisfactory agreements with the unions 
are worked out. The debate as to 
whether tape is live or film, or whether 
it is an entirely new medium, is of 
crucial importance to two unions—the 
American Federation of Television 
and Radio Artists and the Screen Actors 
Guild. Both represent performers, and 
up until the introduction of videotape, 
the lines of demarcation were clear: 
AFTRA represented television perform- 
ers doing work in the live manner, and 
SAG represented performers doing tele- 
vision work in the motion-picture man- 
ner. As a result, networks and stations 
have signed contracts with AFTRA, 


and the film companies, both program 
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producers and commercial producers, 
signed with SAG. 

Tape commercials done by stations 
and networks are under AFTRA’s juris- 


diction, SAG contends, but VTR 
commercials done at film studios are 
not. AFTRA contends that it has juris- 
diction over any work done in the live 
manner and originated and transmitted 
electronically. An NLRB hearing will 
be held Sept. 30 to determine whether 
an election should be held to determine 
if there should be one bargaining unit 
in this area. 

The outcome of the hearing will not 
be as important to broadcasters as will 
be the re-use formula agreed upon for 
commercials. At present, under a two- 
year contract that has just about run 
out, AFTRA receives 100-per-cent pay- 
ment for repeats of tapes, since it was 
tentatively agreed in 1956 that tape 
would be treated as live. In its present 
negotiations, AFTRA is asking for a 
sliding scale—100-per-cent payment for 
the first three uses, 80 per cent for the 
next 13, and so on down, although 
there would be no cut-off. 

AFTRA and SAG will be battling for 
jurisdiction over new companies set up 
for videotape production. 

All unions want authority and clear- 
ly defined agreements in regard to 
videotape. All three television networks 
have agreements with IATSE, which 
represents stagehands and related em- 
ployes. Technicians are represented at 
NBC-TV and ABC-TV by the National 
Association of Broadcast Employes and 
Technicians, while CBS-TV has recog- 
nized the International Brotherhood of 
Electrical Workers. 

The three networks also recognize 
the Writers Guild of America for writ- 
ers, the Radio Television Directors 
Guild for directors and the American 
Federation of Musicians for musicians. 

However, slightly different unions 
have gained jurisdiction at the film 
studios, and this may lead to difficul- 
ties. Stagehands and technicians are 
both represented by IATSE, SAG has 
the performers, and the Screen Direc- 
tors Guild has the directors. 

When these jurisdictional and con- 
tractual disputes are worked out, video- 
tape will become an established part of 
broadcasting. Only two years ago it was 
just another new development; today it 
is an indispensable tool with fascinating 


possibilities. 
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Quiz (Continued from page 33) 


question indicated that quizmasters 
have played an important role in hold- 
ing viewers. Almost two-thirds of the 
respondents—62 per cent—had favorite 
quizmasters. 

- Quizsmaster Popularity 

Bill Cullen of The Price Is Right 
was found to be the favorite, with 
28.2 per cent of the vote. Groucho 
Marx, whose program was ranked 
third in terms of preference and first 
in terms of actual viewing, was the 
second most popular quizmaster, with 
23.6 per cent of the vote. 

Hal March of $64,000 Question 
placed third, with 19.1 per cent, and 
Jan Murray of Treasure Hunt fol- 
lowed, with 12.8 per cent of the vote. 
Jack Barry of Twenty-One received 
12.8 per cent of the vote. Again, the 
total was over 100 per cent because of 
multiple responses. 

It is interesting to note here that the 





Young Changes 

The following personnel changes 
have been announced by Adam 
Young, president of the Adam 
Young, Inc., representative com- 
panies: James F, O’Grady, former 
midwestern sales manager in Chi- 
cago, has been transferred to New 
York as vice president in charge 
of sales for Young Television 
Corp.; Richard J. Kelliher, pre- 
viously manager of the San Fran- 
cisco office, replaces Mr. O'Grady 
as San Francisco manager, and 
Mr. Kelliher’s successor in San. 
Francisco is Frank A. Waters, 
formerly of the New York sales 
staff. 

Mr. O’Grady was in the legal 
and station-relations departments. 
of ABC prior to joining Young 
in 1955. Mr. Waters began his 
broadcasting career with wst¢ 
Stamford, Conn. He joined Young 
in 1955. 

The representative firm will also 
open offices in the Book Building, 
Detroit, under the management of 
R. John Stella, who was with the 
Katz Agency before joining the 
of Adam 


Chicago sales staff 


Young, Inc., in 1955. 





relatively popularity of individual 
quizmasters has not been necessarily re- 
lated to program preference. Although 
Bill Cullen was ranked first among the 
quizmasters and his program (The 
Price Is Right) was ranked first in 
terms of program preference, other 
quizmasters either exceeded or fell be- 
low the ranking of their respective 
shows. Thus Groucho Marx, whose 
show was ranked third, pushed ahead 
of it for second place among quizmas- 
ters. On the other hand, Jack Barry, 
whose show (Twenty-One) was ranked 
second, was rated the fifth most popu- 
lar quizmaster. The $64,000 Question 
was ranked fourth, but its quizmaster, 
Hal March, was ranked third in his 
profession. Jan Murray was ranked the 
fourth most popular quizmaster, but 
his show (Treasure Hunt) was fifth in 
terms of program preference. 
Perhaps the over-all conclusion to 
be drawn from the survey is that the 
tv quiz show, despite the newspaper 
critics, and despite a critical audience, 
had become an accepted part of Ameri- 
can life—before catastrophe struck. 
What the future holds for this type of 


programming now is anybody’s guess. 





44 oo 
W all Na (Continued from page 99) 


There are, of course, many other 
factors to be considered. There would 
be a charge for each show subscribed 
to by the viewer. How the proceeds of 
these shows would be divided among 
the franchise owner and the program 
producer is still undisclosed. 

However, the investor with an eye to 
the potential of subscription tv—if he 
concludes it has some promise—should 
keep his eye on the coin. Skiatron Elec- 
tronics & Television Corp., the publicly 
owned company, is guaranteed an in- 
come equal to 24% per cent of the gross 
of Skiatron Television, Inc., when it 
has some income. 

Television Industries, on the Ameri- 
can Exchange, another Matty Fox com- 
pany, in which he and William Zecken- 
dorf are the biggest shareholders, holds 
option on 871% per cent of the stock of 
Skiatron Television, Inc. Thus, it’s 
more likely that Television Industries 

which recently absorbed Hazel Bish- 
op, Inc.—would be in the best position 
to profit from any success enjoyed by 
Skiatron. 









In the picture 





Joining Norman, Craig & Kummel in the position of vice president and general manager of 
the radio and television department is Walter Tibbals, according to Walter Craig, vice pres- 
ident in charge of radio and television and a director of the agency. Mr. Tibbals, who moves 
from the west coast to New York, had been vice president in charge of radio and tv for BBDO 
in California. He was at BBDO for 14 years, during which time, in addition to major responsi- 
bilities for some of video’s best-known shows for clients such as Lever Bros., American To- 
bacco and General Mills, he was production supervisor and consultant to former New York 
Gov. Thomas E. Dewey in the 1948 President:al campaign and to President Eisenhower in 
the 1952 race. Mr. Tibbals’ NC&K appointmeat is the result of expansion in the agency's 
radio-tv department necessitated by heavy increases in television billings. 








Louis E, Dean has rejoined the staff of D. P. Brother & Co., Detroit, in the capacity of 
vice president, it has been announced by D. P. Brother, president of the national advertising 
agency which bears his name. A veteran of the advertising and automotive fields since 1934, 
Mr. Dean has most recently been associated with the Kudner Agency in New York, where he 
was in charge of the General Motors institutional-advertising account. Mr. Dean started his 
career as a radio announcer, and first became connected with D. P. Brother as a member of 
the agency’s radio department in the 1930's. He resides in Pleasantville, N. Y., with his wife 
and four children. He will maintain offices in both Brother’s Detroit headquarters and in the 
New York office of the agency, among whose accounts are General Motors’ Oldsmobile divi- 
sion. the AC spark-plug division and other GM advertising. 


William R. Hillenbrand, president of Bryan Houston, Inc., has 





announced the appointment 


of Maxwell Sapan as vice president and creative director of the Houston agency. Mr. Sapan 
will supervise all of the agency’s creative services, including the copy department, the televi- 
sion-radio department and the art department. Prior to joining the Houston agency, Mr. Sapan 
was vice president and creative director at Seklemian & North. Since he started his career in 
the advertising field as a copywriter with J. Walter Thompson in 1945, Mr. Sapan has been 
copy director at the Emil Mogul agency, copy group head at Grey Advertising and vice presi- 
dent and copy chief at Dowd, Redfield & Johnstone. He comes to Bryan Houston with experi- 


ence as a top creative executive on a wide variety of products that include foods, drugs, 


cosmetics, liquor, beverages and textiles. 





P. A. (Buddy) Sugg (left), vice president, NBC's owned- 
stations and spot-sales division, and Matthew J. Culligan, vice 
president, NBC Radio Network, have been elected executive vice 
presidents of NBC. Mr. Sugg, with 30 years’ experience in station 
operation, management and development, joined NBC last April 1 
after resigning as executive vice president and director of WKY 
Television System, Inc. Mr. Culligan, in his present post for the 
past two years, joined NBC in August 1952 and has been sales man- 
ager of the participating-programs department and NBC-TV na- 
tional sales manager. 








William N. Davidson (left), general manager of NBC-owned 
WRCA-AM-TV-FM New York, and Raymond W. Welpott, general 
manager of NBC’s wrcv-AM-tv Philadelphia, have been elected 
NBC vice presidents. Mr. Davidson first joined NBC in 1938, leav- 
ing in 1941 to go with J. Walter Thompson. In 1952 he rejoined 
NBC in the sales department, assuming his present position in Sep- 
tember 56. Mr. Welpott left a vice presidency at WKY Television 
System, Inc., to go with NBC last June as a general executive in the 
owned-stations and spot-sales division. He took over his present 


post last month. 
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39 Half Hours in Color 


Each film is professionally 
photographed by Lee Green, 
famous adventure cameraman. 
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ploits to the screen for the 
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revere soe Jr Camera 





The perfect cut: We were watching 
the movie Spellbound, in which Ingrid 
Bergman is the lady psychiatrist in 
love with Gregory Peck, who suffers 
from amnesia and a guilt complex. At 
one place in mid-picture, Greg came 
menacingly down the stairs towards an 
old doctor, a friend of Ingrid, carrying 
a wild stare and a single-edged razor. 
Following a closeup of the razor, there 
was a cut to a commercial. 

Naturally, it was for a “no-nick, no- 
cut safety razor.” 


* * * 


Hey Rubie! Following the end of the 
telecast of the CBS Television show, 
The Ruble War, which told about 
the economic penetration of Russia 
throughout the world, a brief mention 
was made that a book costing one dol- 
lar and based on the program was soon 
to be published. The publishers were 
deluged with requests for the book, and 
78 per cent enclosed money or checks 
in advance payment. 

Orders were received from Senators, 
Court judges, admirals, 
teachers, students and viewers in every 


Supreme 


station of life. For instance, the owner 
of a hamburger-and-hot-dog stand, ac- 
cording to Publisher's Weekly, wrote 
for a copy for his customers. 

But the prize letter came from a tv 
viewer in the midwest who wrote: “En- 
closed is a dollar for The Ruble War 


book. Please don’t send it to me 





send 
it to my Congressman. He needs it.” 
* *% * 


What's in a name? The local sales 
manager at WDAF-TV Kansas City is Jim 
Necessary. 

ma * * 

What's in a name ?—movie version: 
Our international marquee-spy reports 
on the difficulties facing an American 
traveling abroad who wants to see an 
American movie. The Yankee tourist 
is hard put, for instance, if he wants 
to catch Peyton Place in a foreign land. 
In Paris, he’d run across a movie 
house that is playing Les Plaisirs de 
L’Enfer (The Pleasures of Hell), and 
unless he was forewarned he'd never 
know the picture was really Peyton 


Place. In Munich, Peyton Place is car- 
ried on the theatre marquees as Glow- 
ing Fire Under the Ashes, and in Hong 
Kong the film is called by probably its 
most inscrutable title, The Cold and 
Warmth in the Human World. 


* * * 


“This is the best of all possible elec- 
tronic worlds,” claims Comedian Henry 
Morgan, writing in the Saturday Re- 
view with a pen dipped in Voltairian 
irony. “Happiness is a thing called 
Dough, and with a smidgen of moo, 
you, too, can reach the euphoric Tor. 

“On any channel one can learn the 
art of exchanging a few pennies for de- 
lirium: There are at least two brands 
of cigarettes which promise unalloyed 
Nirvana. Automobiles are alleged to 
‘thrill?’ you with their taillights, refrig- 
erators have the power to make whole 
families quiver with pleasure at their 
enlarged freezer compartments, and 
gents bust out all over in smiles when 
shaving, looking at bottles of beer and 
eating wonderful snacks made of 
pressed milk. 

“Oh, the lip-smacking, the yum-yum- 
ming! The delighted tots cramming 
their tiny pusses with bowlfuls of Sawd 
Ust and plenty of cream and sugar! 
Happy mommies washing the fallout 
from pinafores in gentle-acting ma- 
chines designed by captured Germans! 
And boob-faced girls chortling as they 
use superior hair sprays that—poof!! 

cement their coiffures into lasting 
monuments! 

“These indeed are the truly halcyon 
days. Smile at the bread that nour- 
ishes 12 ways; grin at the toothpaste 
containing DC-7B, the only ingredient 
made of real atoms; snigger along 
with happy ‘Dads’ as he loses his vile 
headache with a compound that rips 
through his gastro-intestinal tract like 
an aspirin in orbit. 

“If you still feel a mite sulky, con- 
sider: there is coffee which claims it has 
‘The Most Happy Flavor in the USA’ 
And the actors who drink it on tv laugh 
right in one another’s faces.” 

There’s nothing wrong with comedian 
Henry Morgan that a cup of hot happy 
coffee won’t cure! 
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YOU’LL HAVE THE AUDIENCE... 


There’s an audience waiting to jack up the time-period * The star, Reed Hadley, has tremendous popularity 

that’s proving to be your trouble spot. Here’s the show with women. In addition... 

that does that job—fast! * It’s a big-budget, carefully made, quality show. 
Why does “Public Defender” build solid audiences — 


An audience pleaser—both sexes, all ages, and right for 
fast? These are the reasons: 


stripping. Any or all of the 69 segments of “Public 


* It’s loaded with sleuthing suspense and terrific Defender” will doa bang-up job for you... morning, noon, 
excitement, yet... or night! To tighten up your programming right now 

* It’s a family-type show, with no gore and no bodies, a : 
and... Call your Interstate Television representative ! 
REED 


HADLEY 
as the 
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H PUBLIC DEFENDER 


NEW YORK, N. Y., 445 Park Avenue, MUrray Hill 8-2545 


SAN FRANCISCO, CAL., 260 Kearny Street | 
CHICAGO, ILL., Allied Artists Pictures Inc., 1250 S. Wabash Avenue i } ec rs a e 


DALLAS, TEXAS, 2204-06 Commerce St. 


GREENSBORO, N. C., 3207 Friendly Road | Tel evi Ss O NM 


TORONTO, CANADA, Sterling Films Ltd., King Edward Hotel CORPORATION 














TIME 


8:30—10AM 
Noon — 1:30 PM 
1—2PM 

2:30 — 3:30 PM 
3:30—5 PM 
5:00 — 6:45 PM 
7:30 —8:30 PM 
9:30—11:45 PM 
11:00 PM—1 AM 
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with Warner Brothers Features. Over 50% of the audience in three-station markets can be yo 
morning, noon and night. Look at the record below. Write, wire or phone for full detail 


HERE’S THE PROOF! 


city 


Miami 
Portland 

St. Louis 
San Diego 
Cincinnati 
Boston 

Las Vegas 
Houstor 
Philadelphia 


% OF 
STATION AUDIENCE 


WTVJ 
WCHS 
KMOX 
KFMB 
WKRC 
WBZ 
KLRJ 
KGUL 
WFIL 


FILM 
DARK PASSAGE 
SHE HAD TO SAY YES 
MAN FROM MONTEREY @ © 


BELOVED BRAT ; Distributors for Associated Artists Productions Corp. 
STALLION ROAD 345 Madison Ave., MUrray Hill 6-2323 NEW YORK 
FIGHTING 69TH 75 E. Wacker Dr., DEarborn 2-2030 CHICAGO 

1511 Bryan St., Riverside 7-8553 DALLAS 
TO HAVE AND HAVE NOT 9110 Sunset Bivd., CRestview 6-5886 LOS ANGELES 
TASK FORCE 
PRIDE OF THE MARINES Prices for individual pictures on 





